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VOICE of the 


THE constitutionality of the Fed- 
eral Social Security Act, and of 
the Unemployment Compensation 
laws passed by 14 States and the 
District of Columbia must be set- 
tled before the present Social 
Security plan becomes secure in 
the United States, The American 
Retail Federation claims. 





In most of the court cases pend- 
ing only the constitutionality of 
the State laws is involved. In a 
few cases the validity of the Fed- 
eral Act is also in question as part 
of the plea against the State laws. 
The Unemployment Compensation 
section of the Federal Act alone is 
directly at issue only in a receiver- 
ship case for a milk company now 
pending in New Jersey. 

“This series of pending actions 
indicates that there should soon 
be a number of court decisions 
concerning the constitutionality of 
the state law,” the Federation’s 
bulletin declares. “Whether the 
constitutionality of the federal law 
will be passed on during this ses- 
sion of the Supreme Court is still 
unknown. In the meantime the 
federal law and all State laws (ex- 


cept in the State of Washington 
where the law was declared in- 
operative on a legal technicality) 
remain valid and in effect. This 
means that all employers specified 
in Title IX of the Social Security 
Act remain responsible for the fed- 
eral taxes on payrolls, and the 
employers in all States that have 
laws will be responsible for the 
State taxes.” 

* * * 
HIERBERT MARCUS of Neiman- 
Marcus, Dallas, Texas, said at 
the I. Miller & Sons merchants’ 
meeting last week: 

“Hail a new day! Not only for 
the opportunity that it gives the 
merchant to serve customers with 
wantable and pleasurable goods, 
but for the significance of the 
term itself. The important thing 





is to open up the day right. To 
come to your work in a friendly, 
sunny mood (perhaps we are most 
fortunate to have such a wealth of 
sunshine in Dallas); and if you 
open the day that way, you will 
accomplish much. If you come to 
work with a sour and grouchy dis- 
position, that mood increases dur- 
ing the day—to your loss, the 
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TRADE 


store’s loss and the community s 
loss. We try to start each day with 
a feeling that we want something 
good accomplished—and it need 
not necessarily be direct and on 
the sales book. 

“We feel that our store must 
be the friendly, happy center of 
the community. I want to pay my 
compliments to the shoe men in 
general. They are a wholesome, 
happy lot. They have a sort of 
family spirit among themselves 
that is greatly to their credit. They 
certainly are deserving of a new 
day.” 


* * * 


You cet ho- 50 A DAY 


» 





GEORGE F. JOHNSON, Chair- 
man of the Board of the Endicott- 
Johnson Corporation, says: 

“Many times I have tried to make 
it clear and emphatic that ‘wage 
scales’ (so-called) do not neces- 
sarily determine good or poor pay, 
and do not furnish a chance for 
well being to the worker and his 
family. What does count is the 
full work for 52 weeks in the 
year.... 

“I have maintained and_ still 
maintain the way to figure ‘aver- 
age wages’ is to take every name 








on the payroll—man, woman and 
child—and divide by 52 weeks. 

“I have noted a recent statement 
of a mechanic in Detroit to the 
President of the United States on 
his last visit there. He stated that 
he ‘earned $10.50 a day,’ which 
the President agreed was pretty 
good pay, but because of broken 
and slack time, the full yearly earn- 
ings amounted to $600, or $50 a 
month. That is what this skilled 
mechanic had to live on (or live 
without). . . . 

“I am glad to see the day com- 
ing . . . when we are going to mass 
the entire wages paid through pay- 
rolls (without any salaries con- 
sidered . . .) and divide by every 
person’s name on the payroll, 
to determine what we really do 
earn. ... 

“I ask you in all fairness, isn’t 
this the only fair way we can find 
out what workers really do earn?” 


* * * 


WHAT'S in a name? Everyone 
is trying to call boots by some other 
name because they are midway be- 
tween oxfords and boots. Such 
names as hi-lo, the tops, bottines, 
botilons, trotteurs, bootines. 

Will the tops go higher? Maybe 
von have a good name. 

* * * 


Ste A DOCTOR-FIRST 


)) 


‘¢ 


- 
. 





NATHAN HACK of the Hack 
Shoe Company, Detroit, says: 

“The well-trained shoe fitter’s 
job begins and ends on the fitting 
stool. He may relieve, and in many 
instances DOES correct minor foot 
ailments that were caused by in- 
correct shoes. His job, too, is to 
modify shoes to meet with the re- 
quirements of the feet rather than 
just to sell another pair of shoes 
that were intended to fit the average 
pair of feet: The shoeman must 
enjoy the same degree of freedom 
to modify shoes as the clothier does 
in modifying our clothes. 

“The Boot AND SHOE RECORDER 
editorial of Oct. 17 points out the 
folly of the shoeman who likes to 
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THREE MEANS 





—Friend Zilch says there are three 
means by which you can build ad- 
ditional volume and consequent 
profit opportunities. These are: 


I—Taking a larger share of the go- 
ing business of your own kind, which 
is available by outselling direct com- 
petition. 

2—Taking a larger share of the 
total spendable dollar by selling your 
own proposition more effectively 
against other products. 

3.—Creating new uses for your 
kind of product. 


—The first means does not ordinar- 


ily increase the total dollars avail- 
able for your kind of product. 

—The second means aims at diver- 
sion rather than at actual crea- 
tion of business. 

—The third means definitely in- 
creases your own volume while in- 
creasing the total dollars spent 
for products of all kinds. 

—And it is only by the creation of 
new things and new uses for 
things that we can hope to ac- 
celerate industry and definitely 
improve our standard of living. 


Seuce 6 Tikes. 


President 





be called ‘Doctor’ or at least ‘Doc.’ 
The fellow treats feet rather than 
fits feet. He is a masquerader. His 
success is generally short-lived. But, 
these men are harmful to the trade 
while they last. We must fight 
THEM for encroaching upon the 
medical field as we must fight those 
who are interfering in our right- 
ful pursuit of our own trade. 

“It may interest you to know 
that whenever a customer addresses 
me at ‘Dr. Hack,’ I never fail to 
tell him that I am not a doctor be- 
cause I never studied medicine. I 
am only a shoeman who has made 
a life study of fitting feet as nearly 
perfectly as it is humanly possible 
to do. Then I add, ‘If it is proper 
shoes that you need, I believe that 


our shoes and methods of fitting 
may ‘solve your problems, but if 
there are health conditions in- 
volved, you must see your doctor, 
for our shoes are not cure-all.’ ” 

* _ * 


NATIONAL income—Income pro- 
duced by the people of the United 
States declined from $81,000,000,- 
000 in 1929 to $39,500,000,000 in 
1932. The debt burden that was 
easier to carry in 1929 because of 
high profits, employment and equi- 
table prices, became more burden- 
some under the shrinking income 
when prices and income were de- 
clining. Now the situation is re- 
versed, with the income rising to 
$53,000,000,000 in 1935 and to an 
estimated  $60,000,000,000 this 


year. 
* * * 


HNARRY EDISON of Edison 
Brothers Stores, Inc., of St. Louis, 
Mo., points with pride to the fact 
that the company, on Saturday, 
Oct. 31, opened their 100th store 
in Phoenix, Ariz., and their 101st 
store at New Orleans, La. 
* * * 


EMMETT J. JACKSON, manager 
of the Dayton Better Business Bu- 
reau, speaking before the monthly 
meeting of the Dayton Shoe Re- 
tailers Club, said: 


ave 


“We must realize that there are 
always three classes of business 
men. There are those who are 
honest and know they are honest, 
but who may not always be accu- 
rate in presenting their goods or 
services. This group is decidedly 
in the minority, yet, they are always 
seeking ways to maintain accuracy 
and obtain perfect confidence of 
everyone with whom they deal. It 
is this group that welcomes criti- 
cism and help. 

“The second group is composed 
of those who are honest only be- 
cause they fear to be otherwise, but 
who will take a chance whenever 
they think they can resort to a 
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shrewd trick that horders on dis- 
honesty and cannot be caught red- 
handed. This is by far the worst 
group with which to deal, for while 
they may on the surface seem to be 
in perfect accord with all regula- 
tions strengthening good business 
ethics, they are not above breaking 
those regulations, either directly or 
by subterfuge. 

“The third group, of course, is 
the out and out gyp who takes every 
possible advantage, exploit the pub- 


lic, and tries to evade the law, if : 


not actually violate it. 

“Business ethics means fair deal- 
ings and not law-morality as is felt 
by many, and much can be done if 
organizations of every type would 
concentrate on improving business 
ethics by legislation, consultation, 
coercion, and as a last resort, legal 


proceedings.” 
* * * 


A. W. ZELOMEK, economist of 
the International Statistical Bureau, 
Inc., said at the Tanners Council 
meeting: 

“For the future, the following 
situation shapes up: The general 
price level is tending upward. Hide 
prices have responded, especially 
recently, when it became apparent 
that the drought this year would 
not affect cattle marketings as in 
1934. Slaughter continues heavy, 
but the prospect is that lower 
slaughter next year will compensate 
for this, especially since there will 
be an inclination to build up herds 
by restricting kill. Liquidation cf 
government holdings should be 
completed by the end of June, 1937, 
and with little disturbance to the 
price structure. A rising business 
curve abroad, and the accelerated 
absorption of supplies as a part of 
the increased armament programs, 
indicate that the foreign-American 
ratio will improve, thus tending to 
keep down imports. The combina- 
tion of these important factors defi- 
nitely points to higher prices in 
1937, with only temporary re- 
actions. Even with higher hide 
prices the question of when to buy 
will still be important.” 


* * * 


IEMPLOYMENT and wages—em- 
ployment has shrunk from 1929 to 


1936 


1933 so that in March, 1933, about 
30 per cent of the total gainful 
workers of the United States were 
without employment. Since March, 
1933, the trend has been definitely 
upward with more than 6,000,000 
returning to work in private occu- 
pations. In addition, several million 
are employed under constructive 
programs sponsored by the Federal 
Government. 

The factory employment index, 
which stood at 104.8 in 1929, 
dropped to 64.1 in 1932 and now 
stands at 88.9. Total compensa- 
tion of employees in all industries 


‘has declined from $51,500,000,000 


in 1929 to less than $31,000,000,- 
000 in 1932. By 1935 the total had 
increased to more than $36,000,- 
000,000 and 1936 has brought a 
further substantial gain. 





VELVET is being sampled for 
pumps and party slippers. Velvet 
boots, button-fastened, were high 
style seasons ago. Serge is men- 
tioned as something old that’s new 
again. It’s related to gabardine and 
gabardine is sampled by makers of 
men’s shoes as well as women’s 


shoes. The serge boots that grand- 
mother wore had tips of shiny 
patent leather, and were high style 
in petticoat days. 

Prunella hasn’t reappeared. But 
there are a few new fabrics, includ- 
ing some new effects of the Palm 
Beach order, for making light 


shoes. 
* * * 


ACTUALLY the Social Security 
Act does not say, as has been stated, 
that “premiums” paid under it are 
held by the Federal Treasury solely 
for the benefit of workers. It is 
hardly conceivable that the funds 
will not be so used, but it would be 
a good idea to insert a provision in 
the law requiring that they must be 
so used. As the law now stands 
Congress actually is not compelled 
to, but, of course, is supposed to 
make annual appropriations out of 
the general fund to pay unemploy- 
ment and old age benefits. Worthy 
as is the principle of social secur- 
ity, the fact remains, the payments 
to be made will be inadequate to 
care for the unemployed and the 
aged. European experience con- 
firms this statement. If a_ better 
system can be worked out in this 
country without being unduly bur- 
densome to either employee or em- 
ployer, it ought to be adopted. 
However, the task is a big one and 
should be shorn of propaganda of 
any sort. 


"Just because you're in the shoe business, John William, don't think you can dance all 
evening on my pumps.” 
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The Evening Fashion Picture Has Never Been More 
Exeiting. Make the Mest of It? 


As the season gets under way, stores report 
that women are accepting new silhouettes and 


demanding greater variety in materials. 


A graceful interpretation of the “bandage” 

idea in evening slippers. Satin with gold 

kid. A Delman shoe from Bergdorf 
Goodman. 


And Now .-- -« 


The Big Moment For New Evening Shoes 


WE can think of four good reasons why stores should have the most successful nUTE & |. OSES 


evening season in years. First there’s more money to spend. Second, there’s more 
variety in evening clothes. Third, hemlines are lifting. And fourth, evening shoes Gertrude Lawrence wears this ro- 
themselves are more interesting—much less safe and sane and, therefore, much eee ot ge e- 
more intriguing. Delman in “Tonight at 8:30.” This 
We'll pass over the point about more money, because there doesn’t seem to be Noel Coward production is soon 
; : to open in New York, and stores 
any argument about that. On the point about variety—when did you ever see throughout the country will pro- 
so many different evening fashions all in the spotlight at once? The romantic mote copies of its glamorous clothes. 
picture book dress in net and lace. The elegant dress of rich materials—velvet, a 
lamé, heavy satin, the new “upholstery” damasks. Directoire influences, Edwardian 
influence. Grecian influence. Semi-formal clothes for restaurants and theater 
wear. Grand evening clothes, very low and very glamorous, for important oc- 
casions. Now that they have more money, women are taking their choice. 
If you don’t believe hemlines are lifting, read our horse show report over on 
the next page. There’s been a lot of conversation about shorter skirts and now 
at last it seems to be coming true. The new skirts no longer trail—they are lifted 
just enough to show the instep, just enough to make it all worth while to design 
slippers that look different. 
And slippers do look different. When we wrote our first evening slipper article, 
buyers were playing safe. Now they are getting more daring and women are 
accepting new ideas. The “bandage shoe” with which Schiaparelli created such 
an excitement has given rise to many new, and more practical banded effects. Cross- 
strap sandals look a lot newer than center straps. The pair shown at the right of 
the clock is typical of this important silhouette. 
Dyeables are better than last season because women are carrying out definite 
color schemes, instead of making one shoe do duty for everything. And dyeable 
lamés are particularly noteworthy, because they reflect the brilliance of the new 
clothes and lend themselves to individual color effects. 








Photos by 
GEORGE PELZER 


The shoes above reading counter-clockwise. 


(Directly above) The lamé cloth cross-strapped sandal with the 
high instep line registers as a dominant note. SCHWARTZ AND 
BENJAMIN. 


High-front sandal with lamé mesh front panel tinted to match a color 
accent in the costume. I. MILLER. 


The flared vamp sandal interpreted in intricately stitched gold kidskin. 
Patented. Shown by FRANK BROTHERS. Made by Unity-Grossman. 


Aubergine Mat Kidskin anklet, the new note in slippers for the dinner 
costume. From V AL-A 








Page 20 BOOT AND SHOE RECORDER, November 14, 1936 





1936 


BOOT AND SHOE RECORDER, November 14, 


fllaslh ... 


Is it true what they say about shorter evening skirts? 
‘Madison Square Garden at the gala opening of the 
Horse Show says “Yes!” 

For months we’ve been looking for the proof of the 
rumor that insteps and ankles were coming into their 
own again for evening. But skirts continued to trail 
and evening shoes remained covered—until the Horse 
Show came off—and hemlines went up. 

It’s not a radical rise—but just enough to make even- 
ing shoes an important part of the picture again. Many 
skirts were lifted higher in the front than in the back. 
A few dinner costumes were ankle bone length. And 
the great majority of new-looking cloths were three to 
four inches—instep-length—off the floor, so that feet, 
for the first time in many seasons, could be seen with 
every step. And that, we say, is good news to every 
shoe retailer. 

The dramatic new types we’ve been talking about 
registered importantly. There were many high crossed 
strap effects. At least 80 per cent of the shoes seen 
were open toes—about 50 per cent, open heels. Only 
a scant half dozen low-heeled shoes were observed and 
those were worn invariably by tall women. 

Black dresses were so strongly in the majority that 
black with metal trimmings took the lead in numbers. 
Gold was preferred for these metallic trimmings, but 
silver was not far behind. In the colored shoes, almost 
invariably the slipper contrasted with the dress and 
tied in with some accent in the’costume. The high note 


Slippers could be seen again with skirts 
three inches off the ground. Miss Mar- 
garet Douglas’ satin sandals among the 
many black slippers. Miss Wilhemine 
Kirby wore sandals made of bands of 
tiny metal disc motifs, echoing the em- 
broidery of her taffeta dress. 


SLIGHTLY 
SHORTER 
EVENING SKIRTS 


Arrive with the Opening of 
the Horse Show at Madison 
Square Garden 


in costume accents this year is some sort of an orna- 
ment in the hair. Flowers, feathers, ribbon bows. . . 
the fashion of dressing the hair with some sort of head- 
dress has taken definite hold. And this feather idea is 
unmistakably an influence of the coming Coronation. 

The smartest girl we saw wore a crest of multi- 
colored feathers right on the top of her rolled coiffure, 
with her brocade slippers repeating this multi-color 
note. Another had a spray of yellow orchids across 
the crown of her head, and gold trimming on her satin 
slippers. A third tied pale blue velvet ribbon around 
her curls, with matching velvet bows on her opera 
pumps. By all odds, this is the smartest thing to sug- 
gest to your customers—that they cue the color of their 
evening slippers to what they wear in their hair! 

The most important new fashion in clothes was the 
dress, the wrap or the dinner suit of upholstery type 
damasks and metallic brocades. These definitely pat- 
terned materials looked best with sandals made of 
bands of lamé, which seemed to melt into the costume. 
There were fewer plain gold or silver kid shoes than 
last year. 
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SHOE SALES INCREASE 





CENSUS OF 
BUSINESS 
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16 Per Cent 


SHOE store sales advanced more rapidly in 
Cleveland, Detroit, Milwaukee and Los 
Angeles between 1933 and 1935 than in any 
other major cities of the country, according 
to an analysis issued by the National Council 
of Shoe Retailers, Inc., comparing the results 
of the 1935 Census of Business, just released 
by the United States Department of Com- 
merce, with the 1933 Census. 

“Sales of retail stores in Detroit increased 
51 per cent from 1933 to 1935, and shoe 
store sales in Cleveland increased 41 per 
cent during the same period,” the Council’s 
report states, “and the increases in both cities 
are considerably ahead of shoe store sales for 
the respective states of Michigan and Ohio, 
as well as considerably ahead of retail sales 
as a whole. The same holds true for Los 
Angeles and Milwaukee, with 37 per cent 
and 27 per cent increases over 1933, respec- 
tively. 

“In most of the major cities, however,” 
the Council’s report says, “increases in shoe 
store sales lag behind increases for the states. 
According to the Census figures, the follow- aay metail Sales of All Kinds Advanced 31 Per Cent in 
cities were considerably behind their states: 
Boston, Pittsburgh, Chicago, St. Louis and Same Two-Year Peried, Federal Census of Business 
Baltimore. Cities which were slightly behind 

Shows—Four Cities Lead in Forward Movement 


state totals were New York, Buffalo and 
San Francisco. 

“Shoe store sales in 1935 were ahead of 
1933 in every state of the Union except 
two—lIllinois, where sales decreased one- 
half per cent, and Maryland, where sales 
decreased 2 per cent. But these decreases 
were caused by the cities of Baltimore and 
Chicago. Chicago’s shoe store sales were 
off 6 per cent, while sales in the remainder 
of the state increased. Baltimore sales 
were off 9 per cent, with increases in the 
remainder of the state. 

“The other major cities where shoe 
store sales decreased from 1933 were Pitts- 
burgh and St. Louis. Sales in Pittsburgh 
decreased 2 per cent, as compared with an 
increase of 18 per cent for the state as a 
whole, and an increase of 16 per cent for 
Philadelphia. Sales in St. Louis decreased 
2 per cent as compared with an increase 
of 14 per cent for the state of Missouri. 

[TURN TO PAGE 37, PLEASE] 
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“OPEN 


SHOE S°*’ 


Two Words Sum Up 


Other Highlights of Last Week’s Show at the Waldorf: 


Porthole perforations a generally sponsored detail. Gabar- 
dine important in finer weave adapted to dressier open types. 
Color trend indicates an extended season for black with 
black sandals a new development for resort wear. Navy blue 
somewhat less important than last year; rust and wine red 
in contrast shoes; dark brown limited and best in dressy 
types. Beige shown; Coronation colors for the South. 


‘ Guardian of the Gate—William R. 
' Parrott, manager of the Shoe Fashion 
| Guild,.who had the difficult task of 
| often saying: “They shall not pass.” 


THE shoe fashion leaders of the country, at the Spring 
showing of the Shoe Fashion Guild, staged last week 
at the Waldorf, in New York, threw depression and dis- 
cretion to the winds. They came forward with a style 
program that was almost startling. So different and 
so daring were the shoes that all the old familiar types 
were put completely in the shade. It marked a style 
revolution . . . and its slogan was “Open Shoes.” 

Individual as the ideas of each creator were, they 
had this one bond between them—the sweeping en- 
dorsement of sandalized patterns . . . light, airy, ultra- 
feminine. Open shoes—and how open! Even the welts 
joined the parade. Sandalized shoes are the order 
of a new season from sports to evening. 

You can’t describe these patterns by any of the tag- 
names we've always used. They may be step-ins. They 
may be oxfords, pumps or what not. But the important 
thing is that they are far, far away from the familiar 
versions of these patterns. You can classify them in 
only one group—sandalized shoes . . . cut high and then 
cut-out. 

While the high front is unquestionably the dominant 
silhouette, that high cut is built up only to give more 
scope to cutting the shoe away! If you thought that 
high cut shoes would be too heavy for Spring, you can 
wipe that question out of your mind. Heavy is the 
last word that could be applied to this new crop of 
patterns! They are light in the extreme. They are so 


light that they look like Summer instead of Spring. 
. .. And herein lies a note of danger, as we see it. 

Many buyers were so intrigued with these open types 
that they went the limit—even to open toes for Febru- 
ary shoes in Northern cities. They could see nothing 
more interesting as promotional shoes for a dramatic 
opening to the season. 

Well, maybe they are right and open toes are what 
women will wear while it’s still cold enough for a 
Winter coat. But we agree with one Ohio buyer who 
said, “I'll open up with open patterns, but I’ll feature 
the extreme open toes for cocktail models and wait till 
warm weather for open toes in street types. 

That seems to us to make sense—but maybe we're 
wrong. Maybe there’s no logic in this business. Cer- 
tainly, in any event, the Guild showing is a challenge 
to every retailer to be more daring than he has been 
in many years. 

Just how far he will go is up to his own good judg- 
ment. 


Portholes Ahoy! 


In these new open types as sponsored by the Guild, 
the big porthole perforation is the detail that you saw 
everywhere. The nickel-sizé holes that were presented 
on Fifth Avenue in the early Fall are still being spon- 
sored. With the over-size perforation already all over 
the volume market, however, some of the exhibitors 
were a little wary of these extreme holes. Their per- 
forations are smaller, but still plenty big! The “Colan- 
der look” in shoes is an outstanding note , , . and it 
is amazing in how many ways this detail can be treated. 





BOOT AND SHOE RECORDER, November 14, 1936 


William Kaufmann and Max H. Sommer of 
San Francisco (right) first to register and to 
tell: “Now that.the Presidential election is over 
we expect everything to go forward by leaps and 
bounds, particularly on the Coast. A new era 
for San Francisco is heralded with the opening 
of the new 81% mile bridge on Armistice Day.” 

It was a narrow entrance but a wide open 
showing of open shoes on the ninth floor of the 
Waldorf-Astoria Hotel, as shown in photo at 
bottom of page. 


the 


SHOE 
FASHION 
GUILD 
SHOWING 


In materials, gabardine, as usual in the early season, 
plays a prominent part. And gabardine is used in these 
new types in a way that would have seemed impossible a 
year ago. In most of the show rooms, a finer smoother 
cloth was shown, making its developments possible in 
lighter shoes, and also fitting in with the trends towards 


smoother surfaces in dress materials. You see the 
familiar, rather heavily twilled cloth in tailored 
types—but in the dressier shoes the cloth used has 
not perceptible weave and a far dressier appear- 
ance. 

A high note endorsed in several lines was the 
black linen shoe for Palm Beach wear. This is in 
response to the fashion established at European 
resorts this Summer for dark fabric sandals worn 
with light clothes. 

All the rest of the roll call of shoe materials 
was also represented. Patent leather in black was 
being enthusiastically bought for first Spring pro- 
motions and in white for resort wear. 

A new importance was given to kid both in street 
types and in high colors for the South. Calf was 
sponsored in high shades in Southern shoes as well 
as for tailored wear. Light suedes were strongly 
featured in resort types. Reptile trims were high- 
lighted. Pigskin was indicated as a sports leather. 


Color Questions 


After probing the color question this is what 
we found. Black is heavier than usual, because 
retailers expect this Winter’s black vogue to carry 
on fairly late into the Spring. Blue is still con- 
sidered the volume color for March, but is being 
bought less than last year because of black on one 
hand and the expected cutting in of contrast colors 
in shoes on the other. 

The two leading contrast colors are rust and red. 
The rust is slightly deeper and less orange than 
last Spring. Chaudron, with its brick cast, is 
generally accepted as the best shade. Shades of 
wine red are the new note in this contrast shoe. 

[TURN TO PAGE 56, PLEASE] 
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Fashion Personality Must Have Quality Principles 


THE most precious possession of a business is its per- 
sonality for success. It is one of the amazing things 
in business as well as human beings—the attraction, 
popularity or mysterious sense that we term personality. 
If you have it in your business, be thankful for it is 
something which cannot be manufactured or created 
by charts, diagrams, equipment or fixtures. It is some- 
thing possessed by the men in the business and they 
alone have it to impart to merchandise and service. 

The dictionary puts it: “PERSONALITY—the qual- 
ity or state of being personal or of being a person and 
not a thing or an abstraction; that which makes a being 
a person; that which constitutes distinction of person. 
Personality is individuality existing in itself.” 

We are all living in a day and age when personality 
is the “tops.” A recent study was made among college 
women to determine their likes and dislikes and the 
questionnaire was made significant by the answers to 
this question: “WHICH WOULD YOU PREFER TO 
BE—BEAUTIFUL? BRILLIANT? POPULAR?” And 
an overwhelming vote was given to the term “popular.” 
As a result, an entire advertising campaign was devel- 
oped on the one word “popularity” and the sales returns 
have been phenomenal. 

We have said time and time again that some day 
there would be a lessening of the advertising keyed to 
the “fear motif.” The end of the depression and the 
beginning of a phase of prosperity indicates the pos- 
sibility of the use of some theme other than fear and 
economy. 

It is indeed significant that to be popular is more 
desirable than almost anything else. Those who per- 
mitted the depression “to get them down” so that there 
is no lift to their voice, face or body had better watch 
out. There is no place for stale guys in the shoe busi- 
ness and particularly in service to the public. 

This public of ours is buying hopes and happiness 
and personality in footwear and expects it in service! 
We don’t mean personality in overdoses, with such 
exuberance that carries with it the pat on the back and 
the rah-rah spirit; but rather the common-sense interest 
of the man at the fitting stool in serving the public. 
For, after all, the public does not come into the shoe 
store for a show and entertainment per se but rather to. 
exchange hard-earned money for something useful, 
something pleasurable rather than painful, and some- 
thing that captures the public’s interest. 

We had a demonstration last week of the personality 
of fashion. Hundreds of merchants came to a group 


By ARTHUB D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


showing of shoes, not because of a general program, 
entertainment and what have you, but rather for that 
intangible sense of fashion-personality which might be 
translated into their store’s stock next Spring and 
Summer—to the profit of the merchant and the pleasure 
of the public. So if we look at fashion as personality, 
we are moving in the direction of making more and 
prettier shoes popular with the public for their own 
sweet sake. 

With all this stress on the subject of personality, 
let’s not forget that principles are the background upon 
which to build the popularity of a man, a business 
and an industry. There is such a thing as the prin- 
ciple of craftsmanship in quality. It is very evident 
in good shoes, well made. We have reached a day and 
age when style, as such, can be translated into a sur- 
face covering that is not much different from oilcloth. 
That isn’t enough, for the thinking public wants the 
principles of craftsmanship within the article it pur- 
chases for use and adornment. 

So let us give these five significant words as the 
keynote for an industry at the beginning of a period 
of prosperity: “FASHION PERSONALITY PLUS 
CRAFTSMANSHIP PRINCIPLES.” With these an in- 
dustry can go a far distance. Without them it may 
have the flash and surface of style without substance. 

The same holds true of a store in its merchandise 
and service. Pretty words in an advertisement do not 
satisfy the critical public. It is true that this year we 
will make over four hundred million pairs of shoes— 
better than three pairs per person—but the answer 
might well be: “So what?” Perhaps too large a pro- 
portion of these shoes are “shells” of what shoes 
should be. 

Stores with common sense and character as back- 
ground for their selection and service are beginning to 
realize that there is a price point below which good 
shoes cannot be built. Therefore the process of educat- 
ing the public must be accelerated. At least we have 
reached an end to price lining at a so-called “magic” 
low figure. It is not in the wood nor in the leather. 
nor in the shoemaking to make and market all shoes at 
the 98c. price level. It rests with the industry whether 
it plans to make and sell. shoes in the mass at $1.98, 

[TURN TO PAGE 59, PLEASE] 
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THE National Shoe Fair, to be held in Chicago, Jan. 
4, 5, 6 and 7, 1937, announces the adoption of two 
business clinics as part of its educational program. 
The first directing its purpose to better sales planning 
through store promotions; the second, for more as- 
sured profits through expense control. 

Because over five hundred merchants were assisted 
with their retail problems through this consultation 
service at the Shoe Fair last year, the Joint Committee 
has unanimously approved this service of sales promo- 
tion and merchandise control to all merchants attend- 
ing the National Shoe Fair. 

The Chief of Staff of the Sales Planning and Sales 
Promotion group will be Michael Murphy, secretary 
and sales promotion manager of Krupp & Tuffly, Inc., 
of Houston, Tex. Mr. Murphy has qualified as a leader 
in merchandising and sales promotion with a broad 
experience gained through his association with a firm 
nationally recognized as one of the foremost ranking 
shoe stores in America. 

Mike Murphy understands, but, more important, 
knows how to “tell” the story of successful selling and 
planned sales promotion. His ideas and selling aids 
are geared to the little man’s ability to spend profit- 
ably for sales-pulling purposes. As head of the Sales 
Planning and Sales Promotion Clinic, he will augment 
his staff with other business experts, fully competent 
to advise merchants as to Newspaper Advertising: 
big space, little space—making it pay; Direct Mail: 
how to use it; Letters: that tell the story convincingly, 
and other related problems of promotion with which 
a majority of merchants are always struggling. 

Mike Murphy says: “Tell the merchants to bring 
examples of their advertising and sales plans with 
them when they come to the Shoe Fair. It is difficult to 
prescribe unless we can locate the ailment. We can 
render a more efficient service to merchants if they will 
cooperate with us following our suggestion to come 
prepared.” 

Rarely do merchants have the opportunity of con- 
tacting the faculty of the School of Commerce of a 
great university for the purpose of discussing their 
merchandising control problems. ~ 
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Business Clinies at Shoe Fair 
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Sales Promotion and Expense Control 
to Be Subjects of Special Attention in 


Connection with Educational Program 


at Chicago, January 4, 5, 6 and 7 


Northwestern University, members of the faculty of 
the School of Commerce, will be available for consul- 
[TURN TO PAGE 51, PLEASE] 


Form for Operating Figures 


Fac-simile of blank to be filled in by retailers and brought to 
Shoe Fair for consultation or mailed to Prof. D. J. Duncan, 
National. Shoe Fair, Palmer House, Chicago, Ill. 



































__.1954_ 1935, 1936 (if available) 
TOTAL NET SALES 
(Total sales after deduction of all 
customer returns and ellowances) $ $ 3 
COST OF MERCHANDISE SOLD 
(Cost inventory beginning of year $ $ 
plus purchases et billed cost 
plus transportation costs 
minus cash discounts taken 
minus cost inventory end of yeer) 
GROSS MARGIN 
(Total net seles minus the cost of 2 a 
goods sold) 
$ s 
of net sales of net sales 
TOTAL OPERATING EXPENSE $ § 
Simple Netural Breakdown of 
Expense, including, if possible: 
WAGES & SAIARIES (including wages 
of proprietor) secccceseee ecoccvccccece | S $ 
RENT sccccccercccscves eeeceee oteveccccesece $ t 
ADVERTISIIG cscccecccccvcccscccsesccesevose $ t 
SUPPLIES seers PTITTT ITT) $ t 
TAXES secvccccccccccecscccecesovesccesccecs § 3 
INSURANCE scccccccccccccccccccoccccsoeseece t g 
INTEREST ccccccccccccccccccescececcccsccece 4 $ 
LOSS FROM BAD DEBTS seccccsecscccescccccese $ $ 
HEAT, LIGHT, AND POWER ecseee eeccccccsecees $ $ 
DELIVERY SERVICE PURCHASED ceccccsceccsces | $ 
REPAIRS cccccccccvcccccsecccssessecsecsesce $ 3 
DEPRECIATION ssccccscccsescees peeccccevece 1% 3 
TRAVEL AND COMMUNICATION cocscocccccocccsce $ , 
PROFESSIONAL SERVICES seccccccecsoscceseecs t $ 
UNCLASSIFIED cossccccssscccsccovccesccseccs $ $ 
NET OPERATING PROFIT $ $ 
(Gross margin minus total operating expense) g 4 
. MARK-DOWNS t $ 
(Spec:fy whether or not this figure includes € % 
discounts to employees) 
SHORTAGES 3 3 
(Ending book inventory minus ending physical + 4 
inventory) 
TURNOVER (Stock-turn) 
(Net sales divided by average retail inventory times times 
or, cost of merchandise sold divided by 
average cost inventory 
DISCOUNTS 
(Cash discounts earned on purchases) 3 § 
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ee 
Important 


notice on 
United States 


es7en patent 
number DIOI.7i2 


to shoe retailers 

and manufacturers: 

I. MILLER announces that the 

United States Patent Office at 

Washington, D. C., has granted 

Design Patent number D101,712 

on the above illustrated shoe 

design. @ An application for patent 

on the structure of this design 

has also been filed and is now 

pending in the United States oS 
Patent Office. This application covers the use of Lastex ott ti front A es 
of the shoe, to give three-way adjustment to the contour of the foot. @ Notice 
is hereby served that I. Miller intends to protect itself fully on this design 
patent and on the. structure patent when granted. Infringements on either 


patent will be prosecuted vigorously to the full extent which the law allows. 


-LMILLKR-""" 
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Shoe Men Skilled on Skis 









































@NE need not be an expert on skis to sell ski shoes 
and equipment for a complete outfit required of those 
who participate in this sport, but S. F. Fowler, of the 
Fowler & Cusick Shoe Co., Reno, Nev., discovered 
that being a proficient performer on skis and skates 
produced additional business for his firm’s shoe store. 
This shoe firm is not a one ski and skate man busi- 
ness, as both Fowler and Cusick are known through- 
out the High Sierras as capable of taking the fastest 
ski runs and cutting a fancy figure on a pair of skates 
in the Tahoe region. 

Winter comes early in this section of the country, 
with the Truckee River freezing early in November, 
when it is not unusual to find six inches of ice ready 
to cut. Possessing equal skill in skating as well as 
in skiing, both Fowler and Cusick use their ability 
in teaching others the art of these two Winter sports. 

The Lake Tahoe resorts remain open all Winter 
and attract many devotees of the snow and ice sports. 
A large section of the store is devoted to skates and 
skating shoes. Because of their skill, they have gained 
a reputation attracting trade who prefer to have the 
advice of experts in fitting and recommending equip- 
ment for skiing and skating. 

“We were forced to add the ski department after 
we had developed a fine business on skating equip- 
ment,” said S. F. Fowler, “because nowhere could 
one find in the City of Reno the proper type of ski 
outfit. 

“The sport was rapidly developing and Mr. Cusick 
and myself, both interested in the sport, saw the op- 
portunity for a ski department that would meet the 
needs of those participating. 

“We opened this department five years ago and 
today our trade territory for ski equipment extends 
one hundred and fifty miles. Our finest skiing does 

[TURN TO PAGE 37, PLEASE] 








Left: Sidney F. Fowler, a shoe man who sells ski 
shoes and wears them. Below: Reno’s main 
shopping thoroughfare by night. 
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Helps Fowler & Cusick of Reno, Nevada, 


to Sell More Shoes and Sports Outfits 
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two outstanding kids made b 


Amalgamated 228 
[world's finest ¢ 


No finer tribute could be given these leathers than the continued use tre 
Se of them by Hannahsons, who maintain America's Largest In Stock De- — 
= partment of Gold and Silver Sandals. The styles shown here are all —_ 
offered by Hannahsons in Amalgamated Gold and Silver because the use of these leathers has 
aided a men increase in their sales for seven consecutive seasons. We believe that in offer- 
ing you sandals of these leathers they are opening for you a direct path to a good profitable 
evening sandal business. 


CASINO TRIXIE 


TRIXIE IN STOCK CHERIE IN STOCK 
. R1002 Genuine Silver Kid 


R1004 Genuine Gold Kid 
66 Last, Round Toe, 21/8 
Louis Heel 


As above only with 12/8 


ee 
R1197 Genuine Silver , R1003 Genuine Silver 
R1199 Genuine Gold Kid 3. R1005 Genuine Gold Kid 
AA and B di AAA to B Widths 
This pattern also carried in stock in This pattern also carried in stock in 
h in White Faille or Black rg in Black Crepe or White Crepe 


bot! 
Faille at $2.00. at 5 


BW: . 
pattern also carried in stock in ti also 8 
heels in White Faille, Biack Faille is in White Faille or Black 
or Black Velvet at $2.00. at $2.00. 


ANNAHSONS = |, ciyle 


In Stocr HAVERHILL, MASS. 
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Two Governors 
Eleeted 


from the Shoe and Leather 
Industry 


Richard C. McMullen 


Governor-Elect of Delaware 


BRICHARD C. McMULLEN be- 
comes Governor of the state of 
Delaware, the highest honor with- 
in the gift of the citizens of that 
state. 

Governor McMullen is a tanner 
and the production chief of the 
Standard Division of the Allied 
Kid Company in Wilmington, Del- 
aware. He was born in Glasgow, 
Delaware, in 1868, one of thirteen 
children, ten of whom reached ma- 
turity. Graduating from the Goldey 
Commercial College in Wilming- 
ton, in 1888, he secured a job 
the following week in the Mullin 
& Pierson leather plant. Follow- 
ing three years in the office, he 
entered the factory to learn the 
business from the raw to the fin- 
ished leather. 

When the Standard Kid Company 
was organized in Wilmington, he 
became its production chief. He 
* has played an important part in 
the leather industry ever since. 


His interests in civic affairs and 
in the mutual advancement of labor 
and industry made him one of the 
great industrial leaders of the state. 
This was his first bid for office 
and he was elected on November 3 
to serve as Governor of the state 
of Delaware. 

Congratulations from the trade 
are still pouring in for he has 
played a prominent part in the 
growth and progress of the leather 
industry. 


MAJOR FRANCIS P. MURPHY, 
vice-president of J. F. McElwain 
Company of Nashua and Man- 
chester, New Hampshire, was 
elected Governor of the state of 
New Hampshire on November 3, 
after a spirited campaign in the 
“Granite State.” 

As a result, one of the greatest 
demonstrations ever staged in 
Nashua, and recalling the Armis- 
tice celebration, was accorded him. 
Seven thousand employees of the 
J. F. McElwain shoe factories 
gathered at the home of Governor- 
elect Major Francis P. Murphy 
on November 3 to honor the next 
Governor. 

Major Murphy is general man- 
ager of the McElwain plants. Fol- 
lowing the demonstration at the 
Murphy home, the employees pa- 
raded in Main Street, where traffic 
was tied up for nearly two hours. 
The demonstration started in one 
of the Manchester factories, when 
the employees quit their benches 
and started a victory march 
through the shop. They paraded 
to the three other Manchester fac- 
tories and then all headed for 
Nashua by automobile. Arriving 
en masse at the Nashua factories, 
the Manchester employees swarmed 
through the shops and were soon 


Major Francis P. Murphy 


Governor-Elect of New Hampshire 


joined by the Nashua employees, 
who also declared a holiday. 

At the Murphy home, they gave 
the Governor-elect a tremendous 
ovation. Governor H. Styles 
Bridges, United States Senator- 
elect, was at the Murphy home 
and he also was given a great re- 
ception. 

Major Murphy addressed the 
gathering and told his employees 
that it was a day he would never 
forget. “We have been associates, 
not employer and employees. We 
have worked together for your hap- 
piness and mine. The people of 
this great state of ours elected me 
Governor on a program of what 
the Constitution of the United 
States guarantees us—life, liberty 
and the pursuit of happiness. The 
greatest happiness that can come 
to everyone in New Hampshire is 
exemplified by you and me in 
that we have a job so that we can 
support our families, educate them 
and live like honest citizens. That 
is what I am going to try to bring 
back to New Hampshire. I am go- 
ing to dedicate the next two years 
of my life to rehabilitating indus- 
try in New Hampshire so that 
every man and woman who wants 
work can have a,.job, and not 
PWA, CWA or any other kind of 
an ‘A’ job.” 

Major Murphy, son of a New 

[TURN TO PAGE 50, PLEASE] 
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Shoe Men Skilled on Skis 


(CONTINUED FROM PAGE 30] 


not start until after the first of Jan- 
uary. The packed snow, of course, is 
preferable. As a special promotion 
to build business, we offer instruc- 
tions to beginners, both as to proper 
equipment and the fundamentals of the 
sport. 

“We sell ski outfits retailing as high 
as $125.00. This means wearing ap- 
parel, as well as the shoes and skis. A 
good pair of skis cost around $15.00. 
Our ski shoes start at $12.50, with 
some selling for $16.00. Fitting the ski 
boot to the skis is especially important. 
Shoe merchants should understand 
something about the ski harness, as this 
is more important than the ski itself. 

“Too much emphasis cannot be placed 
upon selling good boots and good har- 
ness. Care should be exercised in sell- 
ing harness, so that it is perfectly bal- 
anced on the ski. We carry as high as 
35 different types of harness. Some are 
made in this country, while others are 
made abroad. 

“We attend every ski meet in this 
section of the country, meet those who 
enjoy the sport, and, through these 
contacts, we have developed a reputa- 
tion for carrying a large stock of ski 
equipment. 

“From our own experience, we be- 
lieve ski boots with rigid soles are 
preferable, because they respond more 
rapidly, through ankle control. You 
want your ski to follow quickly the 
movement of the foot and ankle, and 
the rigid sole seems to meet this con- 
dition satisfactorily. We like the hard 
toe cap also. 

“If you intend to add wearing ap- 
parel to your ski boot department, 
select clothing that is light and water 
repellant. Tightly woven materials 
fend an advantage, in that the snow 
does not cling and accumulate. 

“Another accessory that will swell 
your sales volume during the season 
are ski waxes. We carry about 55 dif- 
ferent kinds of waxes for every snow 
condition. This is an important part 
of the sport and those who go in for 
skiing soon learn to know what waxes 
are best suited to the different eleva- 
tions where snow conditions vary. 

“With Reno becoming increasingly 
important as a center for Winter sports 
in the High Sierra region, especially 
the Lake Tahoe district, we look for 
increased demand for both skiing as 
well as skating equipment. Where 
weather permits, we believe shoe mer- 
chants can grasp this opportunity of 
developing a profitable business by 
establishing a department catering to 
those who prefer Winter sports. 

“Our ski and skate business gives: us 
another sales opportunity and takes up 
the slack period experienced in almost 
every shoe store during January and 
February. This applies mostly where 
stores are located in sections of the 
country where it is impossible to launch 
Spring footwear promotions before 
March.” 
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Shoe Sales Increase 16 Per Cent 


[CONTINUED FROM PAGE 23] 





PERCENTAGE OF TOTAL RETAIL SALES 
Made By 


SHOE STORES—1935 
STATE 


Rhode Island 
Pennsylvania 
District of Columbia 
Ohio 

Louisiana 
Michigan 
California 
Delaware 
Indiana 
Massachusetts 
New Jersey 
Illinois 

UNITED STATES 
Connecticut 
Missouri 
Georgia 

Maine 


New Hampshire 
Tennessee 
Virginia 
Wisconsin 
Alabama 

lowa 

Kentucky 
Vermont 
Washington 
West Virginia 
Florida 

Texas 

Utah 

Kansas 
Minnesota 
North Carolina 
Oklahoma 
Arkansas 
Colorado 
Mississippi 
Nebraska 
Oregon 

South Carolina 
Arizona 
Montana 
Nevada 


New Mexico 
North Dakota 
Idaho 


RR mm NN NN oto 0 0 0 DOK 


PERCENTAGES IN THIRTEEN IMPORTANT 
CITIES 


New York City 
San Francisco 
Cleveland 

Los Angeles 
Philadelphia 
Buffalo 
Detroit 
Boston 
Milwaukee 
Chicago 

St. Louis 
Baltimore 





“Outstanding facts apparent from 
the comparison of the Census results 
for the three years of 1935, 1933 and 
1929 are these: 

“1, Shoe store sales in the United 
States as a whole increased 16 per cent 
from 1933 to 1935, while total retail 
sales in all kinds of stores increased 
81 per cent. (It is obvious that price 
increases in many lines were greater 
than in shoes, and that the number of 
units sold might have actually de- 
creased in a good many lines which 
show dollar increases.) 

“2, 1985 sales in shoe stores are 
still about one-third less than 1929 
sales—but a large part of this dif- 
ference is due to the difference in 
price levels in the two years. 

“3. The rapid decline in the num- 
ber of shoe stores which took place 
during the depression has apparently 
been checked. There are only a few 
less shoe stores in 1935 than in 1933. 
In one-half of the states, the number 
of shoe stores increased. 

“4, Despite the fact that the num- 
ber of stores was practically un- 
changed 6150 more persons were em- 
ployed in the shoe stores of the country 
in 1985 than in 1933. 

“5. From the point of view of the 
comparative importance of shoe stores 
as retail outlets, the states of New 
York, Rhode Island, Pennsylvania, and 
Ohio rank highest. In these states a 
larger percentage of total retail sales 
are made by shoe stores than in any 
other states. 

“6. The four best shoe store cities, 
based on the percentage of total re- 
tail sales made in specialty shoe stores, 
are: New York City (2.4 per cent), 
San Francisco (2.3 per cent), Cleve- 
land (2.1 per cent), Los Angeles (2.1 
per cent).” 


Ads Increase Quality Sales 


NEw KENSINGTON, Pa.—The Burley 
Shoe Store has been using some effec- 
tive advertising in the local daily boost- 


ing of higher-priced shoes. Late re- 
ceipts represent an encouraging 
increase in the sales of better shoes. 
Here’s a typical ad used by the store: 
“Good shoes cost less than a nickel a 
day. Have you ever figured it up? 
Pretty good investment, isn’t it?” The 
ad was squared with a heavy border. 


Factor Purchases Bootery 


CANTON, OHIO—Dan Factor, operat- 
ing three shoe stores with headquarters 
at 222 Cherry Ave., N. E., Canton, has 
recently purchased the shoe store 
known as “The Bootery” in Niles, Ohio, 
and will continue same under the name 
of “Daniel’s Shoe Store.” 

Mr. Factor’s stores are in Alliance, 
Salem and Wooster and are operated 
under the name of “Nobilo’s Shoe 
Store.” 
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GLAMOROUS footwear for for- 
mal evening wear comes into its 
own in November, month of the 
Horse Show in New York, of mo- 
tor shows in many cities, of Thanks- 
giving and all the festivities that 
center about this first of the sea- 
son’s important holidays. Late Oc- 
tober and early November are 
therefore traditional times for the 
promotion of evening footwear in 
advertising, in windows, interior 
displays and every avenue of pub- 
licity available to the shoe store 
and shoe department. 

This Winter promises to be a 
season of formality to a greater 
extent, perhaps, than any similar 
season since 1928, and so it isn’t 
in the least surprising to find 
formal footwear promotions more 
numerous, more elaborate and 
more beautiful than any that the 
trade has witnessed in any season 
of the recent past. Generally speak- 
ing, formal evening footwear means 
expensive footwear, bought to be 
worn with expensive apparel for 
expensive occasions. The prevail- 
ing expectation among merchants 
is that more money is available 
this year for that sort of spending, 
and consequently the possibilities 
for sales of evening apparel and 
evening footwear are correspond- 
ingly increased. 

Of all the shoes that merchants 
have to sell, evening slippers are 
the most colorful, beautiful and 
glamorous. They lend themselves 
to rich and gorgeous window dis- 
plays and to advertising that com- 
.pels attention. Ad men, realizing 
this, make a special effort to create 
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Ads Feature 


Formality 


Now is the season for eve- 
ning footwear promotion 
and indications point to 
more of it than we have 
seen since °28. Retailers 
expand newspaper space 
and some stores use full 
pages to talk about shoes 





attractive layouts and artistic illus- 
trations for their evening footwear 
advertising. Formal footwear is 
sold on the basis of its beauty and 
appearance, and so the illustrations 
and the layout treatment of the ads 
become a matter of prime impor- 
tance. 

We show a few of the attractive 
evening footwear ads that have 
come to our attention at the top of 
this page, and we expect to see an 
increasing volume of this sort of 
newspaper publicity as the season 
advances. Aside from evening foot- 
wear, however, the current volume 
of retail shoe advertising and the 
character of it both reflect the 
confidence of merchants that the 
remainder of the year will see an 
expanding volume of shoe busi- 
ness, in which better grade mer- 


























Above, at the left, is a shoe ad addressed to that substantial group of men who 

are interested in conservative style plus quality at a moderate price; center, an 

unusual illustrative treatment, done in free line sketches; right, a men’s shoe 
ad stressing the thought that foot comfort spells efficiency. 
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“THAT LETTER FROM SIMPSON, 
is the sixth this week asking for 
Kistler ‘BENCH BRAND” Leather 


soles.’’ 


“Mr. Brown, I don’t wonder dealers are enthusiastic about them. They’re in a class by themselves.”’ 


Here we graphically illustrate our belief that the path to 
business building lies not in the direction of trimmed prices 
but, in the way a good product, such as Kistler “BENCH 
BRAND” Sole Leather, can be used to increase buyer interest 
and so improve turnover. Experience shows that when unusual 
value is evident people are quick to appreciate it. 


KISTLER “BENCH BRAND” SOLE LEATHER 


on men’s street, dress, sport and heavy-duty shoes adds greatly 
to the desirability of such footwear. It is fully tanned, moisture- 
resisting, durable, kind-to-the-feet sole leather. Fine as it is, its 
cost places no penalty on a popular retail price for shoes bot- 
tomed with it. Be in position to benefit by its use. 


LE a 


THIS CHART REPRE- 
SENTS A SIDE OF 
LEATHER THE PART 
USEO FOR KISTLER 
‘BENCH BRAND 
SOLES 1S ABOUT 1) 
OF THE WHOLE SIDE 





FOUNDED 1840 
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Advertising style and material in 
footwear and pointing out their rela- 
tion to prevailing apparel styles, 
with special reference to this season’s 
skirt lengths. 


chandise will play an important 
part. Retailers no longer hesitate 
to play up their higher price shoes 
and to quote prices in the upper 
brackets. Fashion is the keynote 
of much of this advertising, and, 
generally speaking, these ads set 
a high standard of excellence in 
layout and illustration. Any num- 
ber of new copy angles are being 
tried out. 

For example, I. Miller stores of 
New York, in a full-page adver- 
tisement of a series devoted to in- 
stitutional copy, developed in most 
unusual way, point to the steady 
expansion of the business from 
1871 until now, and stress the 
customer acceptance of Miller styles 
and shoemaking by asking the 
question: “Who builds a_busi- 
ness?” “The customers do, of 
course,” is the answer, and the ad- 
vertisement goes on to declare that 
“world - famous and fashion - con- 
scious women have made I. Miller 
the largest manufacturers of high- 
priced women’s shoes in the coun- 
try.” Then, after the manner of 
the movies, the ad “cuts back” to 
1871, the year in which the Miller 
business was founded. 

“Paris in 1871 was running red 
‘ with blood. Warfare and revolu- 


tion racked the city of art. In 
Paris a young artist, Israel Miller, 
was learning the ancient French 
art of designing exquisite shoes. 
He wondered what country would 
give him greatest scope for his 
art. Friends told him of the New 
World. In America, they said, 
women’s shoes were little more 
than foot coverings. Nothing was 
then being made in America that 
gave beauty and slimness and sex 
appeal to the feminine foot. So 
young Miller packed his worldly 
goods and sailed for New York. 
“On Twenty-third Street he 
opened a modest little store work- 
































Note how the circle focuses attention 

on the shoes, drawn in line to bring 

out the important points of pattern 
detail. 


shop, where he designed and made 
the most beautiful and flattering 
shoes that America had ever seen. 
He made them for Lillian Russell, 
Sarah Bernhart, Anna Held (whose 
photographs in famous stage suc- 
cesses formed the principal illus- 
tration for the advertisement) and 
hundreds of other famous stars of 
the theater. Never did a creator 
of shoes have such brilliant ‘walk- 
ing advertisements’ of his wares! 
So he opened a retail shop in the 
heart of Broadway’s theater dis- 
trict.” 

Recounting the steady growth 
and expansion of the business, the 
development of the four luxurious 
New York Miller salons of to- 
day, the establishment of the great 
modern factory in Long Island 
City and the subsequent opening of 
Miller salons in Chicago, St. Louis, 
Kansas City, Baltimore, Philadel- 
phia and Washington, this advertise- 
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ment points to the conclusion that 
“our own customers have built this 
business. Today the I. Miller fac- 
tory employs 1600 super-craftsmen, 
outstanding specialists in their in- 
dividual arts. Many of them are 
diploma - graduates of European 
schools which require a minimum 
of four years training. And along- 
side this old school of master 

[TURN TO PAGE 49, PLEASE] 





Return ofa Favorite! 


Cordovans 
Again! 


Along about this time every Fall, the people who wear this best- 
selling and ially popular leather begin asking us: "When 
will the new Cordevans be in?” They are ready for you now and, 
as usual, in exclusive new Desmond models! This rich, 

leather which was introduced to civilian life right after the war 
by officers who had worn puttees, boots, and Sam Browne belts 
of it, has no equal for wear or service. Impervious to water-stain, 





? 7 
Takes a chin: ofettion! S ‘hell Cards 


today, in the reddish-brown color that is typical of this leather! 

































DIESMOND'S 


616 Broadway 


$$00 WILSHIRE * 7TH & HOPE * WESTWOOD VILLAGE * LONG BEACH 


* 
Free Parking at System Ante Parks, with purchase of $1 0 more 











Here’s a men’s shoe ad that talks 

mainly about leather and it’s an in- 

teresting subject to most men. Teach 

male customers more about leather 

and you sell them an added appre- 
ciation of shoes. 
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ee eee 
Wi NTHRODP enters eld of 
NATIONAL ADVERTISING 


1 New line for spring. 
2 New wider selection of In-Stock styles. 
3 New National Advertising. 


4 New sound plan of co-operative news- 
P 
| paper advertising. 
& New novel window display and other 
* * y s 
point-of-sale display material. 
Write or wire for complete details of = <a 
Winthrop’s new merchandising plan. . AS /y, No, 84220 
Céhuine White - e Steel G rrey Calf and 
Buck and Saddle %, araes 5 : ge Slate’ Grey Calf...$3.90 
Ton Calf $4.15 Ss ’ : f ; Bs ee ‘ No. 84240 Beige C pee 
+96 OF ee oe ie Saddle tan cal 


west: bun a pew SS Jf 3 E : No. 94440 All Ivory ions 
Calf $3.90. A to D, 6 to IL. 


“WINTHROP SHOE COMPANY 


DIVISION OF INTERNATIONAL SHOE CO. 
1509 WASHINGTON AVE. + ST. LOUIS, MO. 
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by giving these people 
what they want.. 














8 eo are millions of people whose daily 
work requires sturdy rubber footwear — 
and hufidreds of thousands of sportsmen 
who want similar footwear for their hunting 
trips. A vast market, holding potential profits 
for you! 

After carefully analyzing what these cus- 
tomers wanted in rubber footwear, Goodrich 
perfected the Litentuf process— producing 
boots and arctics of extreme light-weight, 
utmost flexibility, and dependable wear. 


Consumers have come to know that the 
name Goodrich stands for extra quality — 


better comfort and fit, neater appearance. No. 





LITENTUF 
16" OR 12" 


LITENTUF 


FOOTWEAR 


wonder thousands of dealers are saying that 
their customers are willing to pay more for 
the greater value in Goodrich Litentufs ... 
and they’re saying it with repeat orders! 


OOO 


B. F. GOODRICH COMPANY 


Footwear Division Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; 
Chicago, IIl.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los An- 
geles, Calif.; Minneapolis, Minn.; New York, N. Y.; 
Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; 
San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 
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THE WING-TIP 
BROGUE 


wild, (tellin (ly ff 


This “wing-tip” owes its sleek, dynamic appear- 
ance in large part to the rich, smooth, lustrous — 
but unglazed — finish of Cretan Calf, This 
vegetable tannage, companion product to the 
more rugged Norwegian Grain, possesses 

all the same valued characteristics as a 
leather: pliability at the first wearing and: 

after repeated wetting and drying; fidel- 

ity to shape and color: excep 

working qualities under the toq|s of 

the craftsman. A. F. GALLUN & SONS 
CORPORATION, Milwaukee, Wis. 


GALLUN 
LEATHERS 


14, 


ALWAYS STANDARDS OF EXCELLENCE 


When writing advertisers please mention Boot and Shoe Recorder 





GEORGE J. BUNN 
Salem, Ohio, Director, N.S.R.A. 


Editor’s Note: Fifth of a series of 
articles, presenting members of the 
N.S.R.A. 1936 official staff and describ- 
ing association activities. The fourth 
appeared in the issue of October 10th. 


THE National Shoe Retailers As- 
sociation, in following out its pol- 
icy of ceaseless vigilance in con- 
nection with any and all matters 
affecting the interests of retail shoe 
merchants, is giving close attention 
and study at the present time to 
several current developments that 
may have a vitally important bear- 
ing on the future of all retail busi- 
ness in America. 

One of these developments is 
the consumer cooperative move- 
ment, of which there has been con- 
siderable discussion in the news- 
papers in certain sections of the 
country in recent months and with 
which the retailers of certain lo- 
calities, chiefly in the West or mid- 
West, have become more or less 
familiar. In spite of the publicity 
that has been given to the subject, 
it is probable that many retailers 
who have not had occasion to look 
into the matter closely, have only 
the vaguest ideas of what the con- 
sumer cooperative movement really 
means and what effects it may have 
in the future on the business of 
the rank and file of retailers. 

Cooperative buying organizations 
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N.S.R.A. ANALYZES 


Association Gathers Facts and Information 
for Members on Subjects of 
Timely Retail Interest 


have been in existence in this coun- 
try and abroad for many years 
and in certain European countries, 
notably Sweden, they have become 
exceedingly important. In Great 
Britain they have also attained con- 
siderable strength. In the United 
States their development has been 
slow and for a long time was con- 


JOHN SLATER 


J. & J. Slater, New York, Past President, 
N.S.R.A. 


fined chiefly to certain rural areas, 
where cooperative buying of farm- 
ers’ supplies and certain kinds of 
merchandise was conducted under 
the auspices of farm organizations. 
It is by no means surprising that 
the depression gave a considerable 
impetus to the cooperative move- 
ment. Consumers, forced by neces- 
sity to practice rigid economy, be- 
came interested in the idea of 
cooperative buying and the organi- 
zation of cooperatives experienced 
a considerable growth. 

Two events this year have served 
to focus public attention in this 
country on the cooperative method 
of distribution, namely the an- 


nouncement early in the year by 
Edward A. Filene of his plan for 
a chain of cooperative department 
stores in important cities through- 
out the country and the action of 
the United States government in 
sending a group of investigators 
abroad to study and report on the 
progress and methods of operation 
of consumer cooperatives in other 
countries. These two developments 
have been regarded by many as 
important milestones in the coop- 
erative movement and have caused 
many retailers to become rather 
concerned over what they are be- 
ginning to regard as a_ potential 
source of future competition. To 
aid shoe merchants in familiariz- 
ing themselves with the subject and 
thereby help them to form an in- 
telligent opinion as a basis and 
guide for future action if action 
becomes necessary, N.S.R.A. has 
procured a considerable amount of. 
literature on the consumer cooper- 
ative movement. Among other 
things, it has copies of a report 
by a committee of the Chamber 


CAROL WILLS 


City of Paris Department Store, San Fran- 
cisco, Director N.S.R.A. 
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RETAIL PROBLEMS 


Urges Importance of Association Represen- 
tation at Washington When 


Congress Meets 


of Commerce of the United States 
entitled “Cooperative Business En- 
terprises Operated by Consumers.” 
Copies of this report are available 
to members of the association on 
request to L. E. Langston, mana- 
ger, at Association Headquarters, 
274 Madison Avenue, New York. 

Another subject of continued in- 
terest is the Robinson-Patman Act, 
concerning which there has been 
such widespread discussion, but 
which still presents many prob- 
lems, questions and contradictions 
about which retailers are seeking 
information. There are still many 
points of uncertainty regarding the 
operation of this important mea- 
sure, which cannot be fully clar- 
ified until the Federal Trade Com- 
mission has passed on_ specific 
cases involving the points at issue. 
But here again Manager Langston 
has gathered the most enlighten- 
ing literature which he could find 
available and has on hand for dis- 
tribution copies of a booklet issued 
by Dun & Bradstreet, Inc., entitled 
“Check List of Possible Effects of 


JOHN O'CONNOR 
O'Connor & Goldberg, Chicago, Past 
President, N.S.R.A. 


the Robinson-Patman Act,” authors 
of which are Willard L. Thorpe, 
Director of Economic Research, 
and Edwin B. George, Associate 
Economist. 

Three editions of the report of 
the Spring Styles Conference have 
been printed and sent out in re- 
sponse to the numerous requests 


CHARLES E. WILLIAMS 


C. E. Williams Shoe Co., St. Louis, Mo. 
Director, N.S.R.A. 


received both from members of 
the association and others. The 
association will gladly send copies 
of these style reports to anyone 
connected with the industry who 
asks for them, and some firms have 
asked for a number of copies so 
that salesmen and other members 
of their organizations might study 
their contents. Mr. Langston finds 
that the reports are being used 
not only by the buyers, as a guide 
to their purchases of shoes for 
the coming season, but also by the 
advertising departments of stores 
in the preparation of their adver- 
tising copy and promotional ma- 
terial, as well as by the retail 


WILL KNIGHT 


Knight Shoe Co., Portland, Ore., Director, 
N.S.R.A. 


salesmen on the floor who study 
the reports and obtain from them 
much useful style information to 
aid them in their selling. 

The latest issue of the N.S.R.A. 
News Survey, sent to members a 
few days ago, contains interesting 
last-minute style news relative to 
both men’s and women’s shoes, a 
topic of unusual interest being the 
ankle high boots which are now 
being promoted, their place in the 
fashion picture and the reasons 
for their success, also some of the 
various names by which they are 
being merchandised and promoted 
by various stores. 

The News Survey also issues this 
timely reminder: “Regardless of 
who is President, Congress will 
meet in January. The work of 
the National Shoe Retailers Asso- 
ciation in Washington is of Num- 
ber One importance to every shoe 
retailer in this country. Are your 
neighbor-shoe retailers members of 
the National Shoe Retailers Asso- 
ciation? Won’t you tell them of 
the importance of our membership 
service—and that we need and 
should have their membership sup- 
port.” 

Membership dues in the N.S.R.A. 
are only $5.00 per year. Retailers 
are urged to send in their applica- 
tions for membership without wait- 
ing for individual solicitation. 





Page 46 BOOT AND SHOE RECORDER, November 14, 1936 


Sirictly 


Until\\December 


























after that. 





it’s the property of Cogef shoe*merchant in America 


W eve BOLTED the doors and set a guard at the entrance to the editorial 
rooms. “They Shall Not Pass,” we say, for here in strictest confidence repose the 
newest shoe styles and fashion information for Spring and Summer, 1937. They 
were entrusted to us by their creators with the stern command that they must be 
kept “strictly confidential” until December 26th. We’ve become suspicious of 
everyone since we discovered a style spy ring striving to purloin a model from this 
inner sanctum. 

The whole shoe retailing industry will get the story at once in the Leader- 
ship in Fashion Section of the Boot and Shoe Recorder’s Leadership In Industry 
Issue on December 26th. Sixteen pages of authoritative shoe style information, 
prepared by authoritative shoe people,—a staff of trained observers whose year- 
round business is shoes; and presented in the dramatic and colorful manner that 
the whole industry calls “tops.” And what company we’re keeping this year in 
this great issue! Already advertising reservations read like a Who’s Who in the 
Shoe Industry—and they’ve only just started to come in. By closing date every 
fashion leader in the men’s, women’s and children’s shoe field, as well as the tan- 
ners of leather and manufacturers of materials that make these shoes leaders, will 
be “among those present.” 


For the merchants who attend the National Shoe Fair, it will be their 
official guide. For those who must stay at home, it will be the next best thing to 
going; for all, it will be their Where To Buy Directory for 1936. 

At this early stage of the game, it looks like the Leadership In Industry Issue will 
be the largest (and certainly the finest) Boot and Shoe Recorder ever to fall from a post- 
man’s hands to the desk of an anxiously waiting shoe merchant. The deadline for-copy for 
this issue is 6 P.M., December 14th. 


BOOT & SHOE RECORDER 


A Chilton & Publication 
239 West 39th Street New York City 
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Heel Pad 
absorbs some of 
the shock for 
those who pound 
hard pavements 
all day. 


Inner Lon- 
itadinal 
adi that locks 

the heel in place 

and at the same 


time gently s “4 
ports the arc 


Metatarsal 

adi serves as a 
support for the 
metatarsals, thus 
relieving pres- 
sure on the ball 
of the foot. 


14, 1936 


Seamless 
I-Pe. Back: 
Premold seam- 
less back feature 
eliminates rip- 
ping. Lining also 
is seamless. Lea- 
ther and lining 
are premolded to 
shape before last- 
ing. Result is a 
smooth, snug, 
comfortable heel. 


TEN REASONS WHY YOU 
SHOULD RETAIL THEM 
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Velvet Step—3 way cushion support. 


Premold seamless-back quarters with 
seamless linings. 


Full tread lasts. 
Broader heel space. 


Short snug-fitting topline for perfect 
fit around the ankle. 


A last for every foot classification. 
Fine selected upper stock. 

Soles of fine cowhide bends. 

Widths AAA to G, Sizes 5 to 14. 


Invisible nailed rubber heels. 


City Club Uelvet Step shoes are priced at 
(most styles) $3.50 —to retail at $6.00. Every 
number is carried IN STOCK. Write for the 
City Club Velvet Step folder, just out, and get 
complete details on this marvelous new line 
including the advertising and sales promotion 
program. 


&elevs 


Branch of International Shoe Co., ST. LOUIS, MO. 
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pecify 


Du Pont 
Saf fless 


e 
a" 
N © FEAR of premature “heel-aging” now! ‘“Pyraheel,” 
Du Pont’s scuffless heel covering, will not scratch, nick or 
mar—it protects and gives long life to lovely shoes. B. Rich’s 
Sons know that “Pyraheel’” keeps old customers and brings es 


in new ones. Specify scuffless heels on your shoe orders—it PYR A H EK ty L 
simulates practically all shoe material textures. 


REG. U. S&S. PAT. OFF. 


Where proper footwear is sold. The attractive exterior of B. Rich's 
Sons’ store in Washington, D. C. 


Write E. I. du Pont de Nemours & Company, Inc., Plastics 
Department, Empire State Building, New York City, for MAKES SHOES EASIER TO SELL 


further information. 
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Ads Feature Formality 


[CONTINUED FROM PAGE 40] 


stylists and designers, whose art is - Fe ature a shoe with 


their labor of love, sit the younger 

generation who work and learn from io) 

them. .. . This great business is proof * MERCHANDISING 
that building a business is a matter of ? 

treating all customers supremely well. 
Today, the I. Miller industry surges f 

forward into new cities and new eatures oar er ao 
successes . . . continuing its half-cen- 
tury tradition of pace-setting fashions, 
matchless beauty and quality in wo- 
men’s footwear.” 

Few stores, perhaps, have as in- 
teresting a historical background as 
this I. Miller business. And yet, this 
advertisement suggests the thought 
that almost every business has a story 
of progress and accomplishment to 
tell its customers, and that such a 
story of past accomplishment can be 
used to build good will for the present 
and progress for the future. 


There is a very noticeable trend to- 
ward large space shoe ads in the news- 
papers, with some concerns, both in 
metropolitan cities and in retail cen- 
ters of medium size, going into occa- 
sional full pages. The same issue of one 
of the New York Sunday papers that 
contained the foregoing Miller full 
page also carried a page by Bergdorf 
Goodman featuring the Delman salon. 
This advertisement described and illus- 
trated 14 styles, ranging in price from 
$14.75 to $25.75. It appeared the Sun- 
day preceding the opening of the Shoe 
Fashion Guild showing in New York, 
and in that week Bergdorf Goodman 
devoted eight Fifth Avenue windows to 
the complete Delman collection. 


While fashion in the higher price 
brackets was thus exalted in the early 
November advertising, more popular 
priced shoes also had their play, and 
the comfort and fitting angles were 


stressed in copy every bit as interest- a 
ing as that used to tell the story of Smart merchandising men 


fashion shoes. For example: to th 

, e 
“We had to burst into print to tell aij everywhere “ve awake to 

you about this phenomenal shoe,” ex- ; forceful consumer appeal of 

claimed Macy’s, New York, in an ad- », 

vertisement featuring their Rugby "4 the many unusual sales features 

model, a collegiate type of step-in with . of this super shoe and rapidly 

high-cut tongue carrying a neat bow. e . 

a '@ werld of anery, barning, pinck- securing the Ostendo Nailess 

ing shoes Macy’s Rugby has made thou- ; . Shoe franchise for their com- 

sands of people happy. Women have \ ) p 

actually blessed us. Millionaire, stylist, munity. 

debutante, dowager—they all say the P f 

same thing. ‘Why they feel just like Analyzed in terms of new sales 

bedroom slippers.’ And they do. For franchise in 

all their smart, sturdy, English look, THE BOULEVARD and profits the Bee i 

Rugbys are soft as butter—supple as $2012 communities remaining open is 

your own feet. You may have them in * 

calf, black or brown, or in _ service - a - a valuable business asset to 

suede, black, brown, blue, gray or green. TAN CALF OX *k secure for your store. 

And to make the picture perfect—espe- ; 

cially for the GIRLS WHO LIVE ON NEW IN-STOCK CATALOG AVAILABLE 


THE CAMPUS miles f New York, 
we’re accepting nail ond. ahees salah HOMPSON BROS e SHOE (e) 
Incidentally, in Rugby, we’ve finally FINE SHOEMAKERS e 


found a hand-turned wonder of a shoe 


we’re happy to see you order by mail BROCKTON 






























































or phone.” 
[TURN TO PAGE 51, PLEASE] MASS. 
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Two Governors Elected 
[CONTINUED FROM-PAGE 32] 


Hampshire farmer, entered the shoe 
business as a boy, when he nailed 
cases in the packing room of a small 
factory at Newport, New Hampshire. 
He later became foreman and then 
entered the W. H. McElwain Shoe 
Company. It wasn’t long before he 
became the youngest superintendent of 
any shoe factory in the country. He 
helped double and triple production. 

After the World War, the W. H. 
McElwain Shoe Company was merged 
with the International Shoe Company. 
Later J. F. McElwain, Seward M. 
Patterson and Francis P. Murphy or- 
ganized a shoe manufacturing enter- 
prise of their own, under the name 
of J. F. McElwain Company. Today 
that organization produces a daily 
average of 39,000 pairs; and in this 
development, Major Murphy played a 
conspicuous part. 

His civic activities have been nu- 
merous and as one of the prominent 
men of the state, he was proposed .as 
Republican candidate for Governor, his 
first elective office. He campaigned 
the length and breadth of the state 
and his ability for organization made 
conspicuous his election. 


Chicago Store Seeks 
Mail Business 


CuHIcaco—Due to the inability of 
many people to get to the store during 
business hours, Wieboldt’s shoe depart- 
ments throughout the city and suburbs 
are using half pages in Sunday news- 
papers to attract mail business. These 
announcements are usually limited to 
five items, with an independent order 
coupon for each item. 

The items advertised are confined to 
low price numbers, embracing nurses’ 
oxfords, children’s slippers, women’s 
house slippers, and usually a novelty 
in the way of women’s boots in several 
colors, including black, brown and 
green. Filmviewers are offered as 
premiums with the children’s slippers. 





Hits Two Markets With 
Direct Mail Ads 


WoRrcESTER, Mass.—A unique system 
of using direct-mail advertising at 
Foot Health Headquarters, Inc., local 
shoe retailers, enables that company to 
tap two separate markets without con- 
flict and with profit. 

The firm maintains an alphabetical 
file of names of regular customers and 
people who wear their regular shoes, 
these names numbering 9500. Mailing 
pieces to the names on this list, feature 
regular shoes only. 

Then there is a list of 950 names and 
addresses of persons who buy their 
sample shoes, bought and featured 
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twice a year, each Spring and Fall. 
Each of these persons receives a2 penny 
postal card in advance of the advertised 
public sale, inviting that person to visit 
the store prior to the public sale for 
fitting. 

These customers represent an entire- 
ly different market as compared with 
their regular customer list. Most of 
these sample-shoe customers buy only 
these shoes, but they buy two, three and 
four pairs each season, giving the com- 
pany a dollar and pairage volume that 
is decidedly worth while. The cost of 
reaching these 950 persons is relatively 
small. 

The list of regular customers is kept 
faithfully, filing a card for each new 
customer and recording repeat sales on 
other cards. 

The business is headed by Frank E. 
O’Donoghue, president and general 
manager, assisted by Henry O’Donog- 
hue, vice-president. 


Obituaries 
W. G. Wallingford 


MANCHESTER, N. H. — Winfield G. 
Wallingford, 54, general superintendent 
of the J. F. McElwain shoe factories 
in this city, died suddenly in his home, 
November 5. 

Mr. Wallingford was born in Leb- 
anon, Me., and for the past four years 
had been residing here while in the em- 
ploy of the McElwain firm. He came 
here from Claremont. 

Mr. Wallingford was a member of 
Burns Lodge, A.F. and A.M. of Little- 
ton, and Mt. Eustis Chapter, Order of 
Eastern Star, in Littleton. 

He is survived by his widow, Susie 
M. Wallingford; one son, two daughters 
and one brother. 


Capt. James A. Lawrence 


PHOENIX, ARiIz.—Captain James A. 
Lawrence, 79, former old-time shoe 
man, died recently at his home here. 

Captain Lawrence was a well-known 
shoe man of the old school. His shoe 
business, in which he was in partner- 
ship with the late Sen. Murray Crane 
of Massachusetts, was located in the 
cities of Rochester, N. Y., and Lynn and 
Dalton, Mass. 

He is survived by his wife, one son 
and a sister. 


Jacob Albert 


Paterson, N. J.—Jacob Albert, 73, 
of 226 Hamilton Avenue, died Novem- 
ber 1 at Barnert Memorial Hospital. 
Mr. Albert was one of the pioneer shoe 
merchants of Paterson and conducted a 
store in the Dublin section of Grand 
Street for nearly fifty years. He is sur- 
vived by four sons, three daughters, 
three brothers and two sisters. 





New Season of Boston 
Boot and Shoe Club 


BostoN—In announcing the inaugur- 
ation,of its 1936-37 series of dinner- 
meetings, The Boston Boot and Shoe 
Club has made a good start in securing 
Hon. Hamilton Fish, Jr., of New York, 
as the guest-speaker. The meeting is 
to be held at the Boston City Club on 
November 18, reception at 5:30, dinner 
at 6.00 p. m. He will be followed at 
subsequent meetings by other speakers 
of national reputation, combined with 
the presence at each meeting of one or 
more notable vocal artists to maintain 
the musical part of the program. 

Since the adjournment of club meet- 
ings last March, President E. L. Wy- 
man, of the United States Leather Co., 
Boston, with other officers and several 
committees, have been formulating a 
most ambitious series of programs. The 
opening announcement bears witness to 
the splendid success of their efforts. 

During the past few weeks a special 
committee has been making a system- 
atic canvas to increase the roll of mem- 
bers, as it is President Wyman’s earn- 
est hope that at least 100 new members 
may be added to the roster this season. 

Another important change, which the 
officers believe will contribute to the 
popularity of the meetings, is the plan 
to hold all meetings at The Boston City 
Club, where members and guests will 
enjoy all the privileges and comforts 
of a private club. 





Lee's Opens in Lansing 


LANSING, MicH. — Lansing’s newest 
business establishment, Lee’s Shoe 
store, was opened to the public recently. 
The building occupied by the shoe firm 
has been completely remodeled and re- 
decorated throughout. Alterations in- 
cluded an attractive modernistic front 
on North Washington Avenue. 

Lee’s new store will feature shoes for 
women exclusively, at two popular 
prices. Separate departments are main- 
tained for the sale of hosiery and hand- 
bags. 

As a feature of the opening days, the 
management presented free, a beautiful 
overnight case with every shoe pur- 
chase. 

Lee’s offers all styles of women’s 
shoes in sizes ranging from 2% to 10 in 
widths from AAAA to EEE. Lansing 
people have been engaged for the sales 
staff. Two of the salesmen, Bernard 
Graff and A. Warden, are former Lan- 
sing residents who have been with the 
firm in other cities. M. E. Nance is 
manager of the new store. 





Felsway to Open New Store 


McKeesport, Pa.—The Felsway Shoe 
Company leased the storeroom at 235 
Fifth Avenue here, from the Common- 
wealth Investment Company for a 
term of five years. The location will 
boast of a modern shoe store catering 
to family trade. 
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Ads Feature Formality 
[CONTINUED FROM PAGE 49] 


“On Sandalled Feet” was the caption 
of an elaborate evening footwear ad- 
vertisement by Rich of Washington, 
featuring eight beautiful formal eve- 
ning slippers. “The gay winter season 
is getting under way,” this advertise- 
ment pointed out. “Hundreds of danc- 
ing feet will be sandal shod. Silver 
sandals, gold sandals, metallic brocaded 
satins tinted to match your gown— 
you'll find sandals in Rich’s large and 
distinctive collection to suit your purse, 
to flatter your foot comfortably.” 

Out on the Coast, Innes Shoe Com- 
pany advertises the “Close Harmony” 
between shoes and bags and speaks of 
them as “inseparable companions, each 
contributing to the chic of the other— 
Innes matching shoes and bags, rich 
with fashion interest.” Needless to say, 
the correct bag is illustrated with its 
harmonizing shoe in this advertisement, 
which is simply one of a very large 
number used this season to promote the 
idea of the relationship of footwear 
and accessories, and thereby build more 
sales, 

So from many angles shoe merchants 
are making the most of what holds the 
promise of being a season of oppor- 
tunity and are sparing neither money 
nor effort to advertise their merchan- 
dise and service to a public that once 
more is in the market for things that 
are desirable, appealing and, not in- 
frequently, expensive. 





Business Clinics at Shoe Fair 
[CONTINUED FROM PAGE 28] 


tation with shoe operators who wish to 
improve their methods on expense con- 
trol and store management. These men 
of the staff of one of the foremost 
university business schools in America 
are particularly interested in develop- 
ing more efficient retailing practices 
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OUTDOOR FOOTWEAR 
FOR YOUNG WOMEN 





62 INCH BOOTS 


‘No. 306—Chocolate Elk 6!/-Inch 
Blucher Boot, 9 Iron Damproof Leath- 
er Sole, 8/8 Heel, Rubber Toplift. 


No. 308 — Smoked Elk 6)-Inch 
Blucher Boot, Gristle Sole and 8/8 
Heel, Gristle Toplift. 


4\,/9-AAK — 21/2/9-A-B-C-D ...$2.90 


15 INCH BOOTS 


No. 300—Coffee Elk 15-Inch Boot, 
Hooks and Eyelets. 


No. .304—Chocolate Elk 15-Inch Boot, 
All Eyelets, 9 Iron Damproof Bend 
Sole, 8/8 Heel with Rubber Toplift. 
41,/9-AA — 21/./9-A-B-C-D ...$3.60 
@ 
Fine Goodyear Welts Exclusively 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 


CENTRAL TERMINAL BLDG. 
710 N. 12th BLVD. 


ST. LOUIS, MO. 









U.S.PAT. OFF. 











and assisting merchants attending the 
Shoe Fair. 

Prof. Delbert J. Duncan, Chief of 
Staff of Expense Control and Store 
Management Clinic, is a nationally 
known authority and consultant on re- 
tail merchandising. He is in charge 
of retailing courses at Northwestern 
University and actively associated with 
the Chicago Controllers’ Congress. For 
two years he was associated with Wie- 
boldt Stores, Inc., Chicago, engaged in 
revising old procedure and formulat- 
ing new methods for improved mer- 
chandise control. 

James R. Hawkinson, assistant dean 
of the School of Commerce, North- 
western University, has been associ- 
ated with sales follow-up and selling. 
His services have been made available 
to numerous Chicago firms, having 
served as advertising manager of a 
well-known advertised product. 


Business Experts to Advise 


Prof. Chester E. Willard, of the de- 
partment of organization, marketing 
and control, Northwestern University, 
has done research work for nationally 
known manufacturers, aiding in de- 
velopment of products and_ better 
selling. 

This group of business specialists 
are anxious to assist all merchants at- 
tending the Shoe Fair. They can dis- 
cuss intimately and confidentially, in 
an office set-up, their problems between 
themselves. The important thing for 
merchants, intending to consult these 
advisers, is to bring with them their 
latest available operating figures. 

The accompanying blank has been 
prepared for compiling their operating 
figures. Shoe merchants are either to 
bring the form with them or fill it in 
and forward it in advance, so the com- 
putation and analysis of their operat- 
ing figures can be made before their 
arrival. Advanced figures may be 
mailed to Prof. D. J. Duncan, National 
Shoe Fair, Palmer House, Chicago, II]. 





Nims, U.S. san OFF. 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 
turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 

Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England au- 


thentic service at all times. 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL /S SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 


f. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


Stewart & potrenco, THE LAST WORD  ynitep tastco., trp. 


renee N.Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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SHor DepartMEeNT, Tue Ws. H. Brock Co., INDIANAPOLIS. 
Designed and equipped by the Grand Rapids Store Equipment Co. 


, == millions which are wisely being spent 


FOR INSTANCE: 
by shoe retailers for the improvement of store 


@ “Our volume has already shown 


agua saoaaabin ae period _ traffic, appearance and service, are coming 
ast year.” 
back to them in the form of better profits 


























© “Since remodeling eleven months through increased sales volume, without 


ago, sales have increased 59%.” 


greatly increasing overhead expense. 


@ “We noticed the difference immedi- 
ately after new fixtures were 


samuel hn We should like to explain and present tangible 
SRE enc oe ees O aE evidence if Given an opportunity and without 


pay for thomeclves in « year obligation. 


through increased business. 








y GRAND RAPIDS STORE |, MAIL THIS COUPON TODAY 
* EQUIPMENT COMPANY * |gxitst iis 


Please send us further information on your 
Main Offices and Factories: | Store Planning Service and Equipment. 


Grand Rapids, Michigan Name Sadiens. 
Branch Offices and Representatives in Principal Cities | City. State. 


When writing advertisers please mention Boot and Shoe Recorder 
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Shoe Views 


THIS WEEK IN THE SHOE TRADE 
SATURDAY, NOVEMBER 14, 1936 


NATIONAL NEWS 





Chicago Shows Elaborate Shoes 





Glamorous Designs in Evening Footwear Featured in Loop District 
at Prices Reminiscent of Pre-Depression Days 


CuHIcaco—Glamorous evening slip- 
pers again hold a prominent place on 
the sales list among high grade shoes 
in Chicago’s loop district. There is a 
noticeable trend this season toward 
even higher priced models than last 
year, when the real Gold Coast variety 
of merchandise again began being seen 
in windows and on counter displays. 

Blum’s Vogue on Michigan Avenue 
leads off with a $25 number in im- 
ported brocade with edges scalloped in 
gold. It is a lovely high heel evening 
T-strap effect open shank slipper. An- 
other number in this class at $16.75 is 
a satin slipper in old gold which is 
offered in either white or black. It has 
an extremely high heel with little above 
the sole but an ankle strap and toe 
bands, leaving the toe open. Still an- 
other exotic sandal for evening wear by 
Blum is a $14.75 number with a multi- 
tude of criss-crossing in satin, also on 
a very high slim heel. 

Chas. A. Stevens & Co. are featuring 
the dressy boot with high heel and 
extended scalloped top, otherwise plain. 
Colors offered in this $18. 50 number 
are dull black or brown in shadow kid. 
Also in wine, green and grey suede. 

O’Connor & Goldberg present the 
O-G cocktail tie in black velvet with 
black satin trimming and rhinestone 
tips at $14.75. 

Marshall Field & Co. have gone in 
for rich and elaborate effects in their 
Fall and Winter line of evening foot- 
wear and for the cocktail lounge. The 
appeal is to the romantic and to sump- 
tuousness in the extreme. The sandals 
offered in the fifth floor shoe salon in- 
clude a very formal Edwardian of gold 
Paisley brocade with gold kid, and in 
gold or silver kid at $15.50. An ex- 
treme number is the closed high heel 
and open shank sandal in gold or silver 
kid at $18.50. At Field’s the two major 
influences in evening sandals are (1) 
the use of metals and the open toes and 
héels with cross bands creating the 
illusion of bandaging, and (2) the 
Edwardian influence, shown in the 
elaborate and formal use of satin, 
Paisley brocades and the generous use 
of stitching. These formal shoes are 
being promoted in ads and windows. 





DATES TO REMEMBER 


National Shoe Travelers’ Association, Inc., 
Twenty-Sixth Annual Convention, Hotel 
Morrison, Chicago, Ill.....Jan. 2, 3, 4, 1937 

National Shoe Fair, Palmer House, Ch i- 
ay || re Jan. 4, 5, 6, 7, 1937 

National Shoe Retailers’ Association Con- 
vention, Palmer House, Chicago, Ill., 

Jan. 4, 5, 6, 7, 1937 

National Boot and Shoe Manufacturers’ 
Association Convention, Palmer House, 
Chicago, Ill. ......... Jan. 4, 5, 6, 7, 1937 

Michigan Retail Shoe Dealers Association, 
Annual Shoe Fair, Hotel Statler, Detroit, 

| SR ea REF Jan. 10, 11, 12, 1937 
ptneilionstonn Shoe _ Retailers Regional 
Association Annual Convention, Hotel 
Martin, Sioux City, lowa, 
Jan. 17, 18, 19, 1937 

Texas Shoe Retailers Association Annual 

Convention, Hotel Adolphus, Dallas, 
Jan. 25, 26, 27, 1937 

Kent County Shoe Retailers Association 
Fourth Annual Shoe Show, Pantlind 
Hotel, Grand Rapids, Mich... Feb. 1, 2, 1937 

Middle Atlantic Shoe Retailers’ Associa- 
tion 23rd Annual Convention, Benjamin 
Franklin Hotel, Philadelphia, Pa., 

F 7, 8, 9, 10, 1937 

Pennsylvania Shoe Travelers Association An- 
nual Tri-State Shoe Mart, William Penn 
Hotel, Pittsburgh, Pa.. .July 18, 19, 20, 1937 





N. H. Production Up 9.1 Per Cent 


MANCHESTER, N. H.— New Hamp- 
shire has stepped up shoe production 
this year at a faster pace than any of 
the other leading shoe states, figures 
from the Commerce Department reveal. 

During September New Hampshire’s 
66 leading shoe factories turned out 
3,532,514 pairs of boots and shoes other 
than leather, bringing the total produc- 
tion for the first nine months of this 
year to 25,529,260 pairs. This represents 
an increase of 9.1 per cent over the out- 
put for the comparative period last 
year. 


Expect Suedes to Run Into Winter 


DENVER, CoLO.—Style notes by Harry 
Levy, buyer at the May Company, here, 
indicate a strong suede season running 
farther into Winter sales than ever be- 


fore. November shows no sign of a let- 
up and sales to unstock will be unneces- 
sary this Fall. Sales demands in the 
many new patterns indicate the suedes 
will continue in popularity up to Janu- 
ary thereby making this a most un- 
usual suede season. 

Cloth shoes are very good. Gabar- 
dine with patent leather or calf com- 
binations; light calf skin and shadow 
kids all in the better shoes, are excep- 
tional in demand. 

Formals trend away from the low to 
Cuban heels and are styled toward 
open toe and heel. 

Metals and brocade as well as smooth 
satins are gaining in popularity. 


Pollock's Add New Department 


GREENSBORO, N. C.— Pollock’s, who 
opened a new store in this town last 
April, has just added a new department 
on the second floor of their building, 
calling it the Thrift Shop, carrying a 
complete line of ladies’ novelty shoes 
retailing at $2. They also have on this 
floor a ladies’ hosiery and handbag de- 
partment. 

The coloring of these departments 
is carried out in cream and green 
with 96 chromium chairs upholstered in 
the same colors. 

J. W. Biggs, who has been with Pol- 
lock’s for the past eight years, is man- 
aging this store and claims business has 
been far better than anticipated. 


J. F. McElwain Runs at Capacity 


MANCHESTER, N. H.—The J. F. Me- 
Elwain Company, which recently start- 
ed a second shoe factory in its West 
Side Building, is now operating nine 
shoe factories and two cut sole plants, 
a total of 11 units. The company is 
operating at capacity and currently 
making about 39,000 pairs of shoes a 
day. The new unit, however, is being 
geared up for larger production and 
within 60 days the company will prob- 
ably be up to an output of 42,000 pairs 
daily. 


Seldin New Edgar Manager 


Brockton, Mass.—Irving Seldin is 
manager of the new shoe department 
recently opened in Edgar’s, local de- 
partment store. The shoe business is 
operated by the Schiff Co. as a family 
shoe department. Mr. Seldin comes to 
this city from Holyoke where he was 
with the Shiff concern. 
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Open Shoes 


[CONTINUED FROM PAGE 25] 


While rust is expected to last another 
season, the high style store looks for a 
newer promotion and finds it in the 
almost equally versatile wine red. This 
same feeling for red is evidenced in the 
importance of the lighter, Coronation 
red range in resort shoes shown and 
sold. 

Slate blue we saw used only for trim- 
ming touches on navy shoes, which was 
to be expected in these high style lines. 
The other soft town colors—green and 
Aubergine were almost negligible. 

Brown is a hard color to place cor- 
rectly in importance, because some shoe 
men include rust in this category and 
others apply the term only to the true 
browns. Rust has a prominent place, 
as noted before, particularly in sports 
and tailored types. The importance of 
the Chaudron shade of rust over- 
shadows browns with a yellow cast in 
the Guild showings. One of the most 
important sports house is concentrat- 
ing entirely on this Chaudron shade. 

Dark brown, of course, was the color 
that many merchants were stuck with 
this Fall—and for that reason they 
are cautious about buying it this 
Spring. 

The emphasis given to beige clothes 
in the early Spring lines, however, 
tends to change the outlook for brown. 
Retailers who realize this costume 
trend, were placing orders for dark 
brown shoes in dressy types . . . not to 
a great degree, but enough to be 
covered. 

And so to the much discussed beige 
in shoes. This color was represented 
in practically every showroom. Manu- 
facturers figured that when beige is 
shown in clothes, there are always 
some women who will want beige shoes. 
Buyers didn’t seem to worry about being 
covered on this problem color. They 
were content to wait a while and see 


how that cat jumps this time. They 
were convinced that contrasting shoes 
will be much smarter than matching 
shoes with beige costumes, and felt that 
the correct matching of beige shoes is 
almost an impossibility. 

They were interested, however, in 
natural linen shoes with rust trim for 
resort promotion. And the beige accent 
on a brown dressy shoe was considered 
a safe and desirable idea for Spring. 

A few gray shoes were shown and 
a few were reported sold, chiefly in 
tailored types and intended for early 
promotion with carried over gray Win- 
ter clothes. 

White was naturally active for re- 
sort selling with rust and white still 
the preferred contrast for the com- 
bination shoe. Bright, Coronation 
colors were high-lighted in extra shoes 
for cruises and the South, together 
with the black linen shoe mentioned 
before. One of the newest used of 
multi-color was introduced in porthole 
eyelets embroidered in different colors 
or in appliqued discs of vari-colored 
suede on white shoes. 


Guild Show a Success 


The Shoe Fashion Guild show was 
best on record—with attendance “tops.” 
President George Miller, in opening the 
show, said: “The Shoe Fashion Guild 
evidently merits the confidence of the 
retailers of this country for in this 
crowded week the attendance indicates 
a desire on the part of the top mer- 
chants in America to cooperate and 
coordinate and to plan early for a new 
and better season.” 

Admittance to the show was limited 
to merchants who sell better grade 
footwear, under the following regula- 
tion of the Shoe Fashion Guild: “Only 
such buyers or resident buying office 
representatives shall be admitted to 
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members’ showrooms and allowed to in- 
spect the members’ lines, or be given 
any information with respect to styles, 
as are recognized buyers of the partic- 
ular grade and quality of merchandise 
on display.” 

This restriction of attendance was 
evidently approved by the Guild and the 
visiting retailers, for at the Guild 
luncheon a vote of appreciation, ac- 
companied by applause, was given to 
Manager William R. Parrott, who 
guarded the gate. Another point in 
shoe management was the ruling that 
no corridor solicitation of business was 
permitted. Salesmen and executives of 
the various concerns stayed within 
their own rooms. There was therefore 
a minimum of button-holing, coaxing 
and teasing to look at displays. 

There was only one scheduled social 
event of the week—the Guild luncheon 
on Friday, which filled the Waldorf- 
Astoria ballroom and was graced by 
L. F. Tuffly, president of the National 
Shoe Retailers Association, and John 
Slater, dean of shoe retailing. The 
speaker of the luncheon was Herbert 
L. Redman, managing director of Saks 
34th Street, New York, who had much 
to do with the original founding of 
the Guild. He, as a retailer, brought 
the first group of merchants in the 
high quality field together for the pur- 
poses of organizing on the basis of style 
protection. The high point of his talk 
was: 

“One of the greatest forces in mod- 
ern merchandising is style. This ele- 


‘ment, which elevates merchandise from 


the classification of stock on hand, a 
contingent liability subject to periodic 
markdowns, and glorifies it to the ex- 
tent that it is demanded by the public, 
achieving a rapid turnover and paying a 
satisfactory profit to the merchant, who 
enjoys a fine reputation because it 
passed through his hands, is not ar- 

rived at in a haphazard manner. 
“Style itself is a most difficult thing 
to forecast. Knowing what is antici- 
[TURN TO PAGE 65, PLEASE] 
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Paramount Holds General 
Sales Meeting 


St. Louis—The annual general sales 
meeting of the Paramount Shoe Mfg. 
Co. was held at the company’s offices 
here, between Oct. 25 and 31. All 
the traveling salesmen of the company 
were in attendance. 

The annual banquet was held on Oct. 
30 at the Park Plaza Hotel, and prizes 
were awarded to the salesmen for out- 
standing achievements for the year 
of 1936. 

The meeting was addressed by Abe 
Tober, chairman of the board. Morris 
Kalmon, sales manager of the company, 
presided. Unfortunately, Sam Wolff, 
president of the company, was unable 
to attend the banquet due to illness. 

A. C. Pett of Minneapolis was 
awarded first prize, a beautiful wrist 
watch with a diamond face, for a 78 
per cent increase in sales over the pre- 
vious year. Second prize, a diamond 
stickpin, was won by W. A. Stewart of 
Dallas, Tex., who had a 76 per cent 
increase in sales over 1935. Third 
prize, a pair of diamond cuff links, was 
won by B. J. Cohn of Chicago, Ill. His 
increase was 69 per cent over 1935 
figures. A prize of a beautiful diamond 
ring was awarded Abe Plotkin of New 
York City for the largest gross sales in 
the organization. A souvenir of the 
1936 convention, a sterling money clip, 
was given to all the salesmen. 

A chair and plate were set aside to 
commemorate the loss of Charles Top- 
pino of New Orleans, who passed away 
the early part of this year. A moment 
of silence was also observed. 

The company was happy to inform 
the men that every territory had an 
increase over the previous year, and 
that the factory’s production was 26 
per cent higher than 1935. 


Van Curen Elected Vice-President | 


of Garver Bros. 


CANTON, OHIO—E. L. Van Curen, 
buyer and manager of the footwear de- 
partments for the Garver Bros. Co., 
widely known department store at 
nearby Strasburg, was elected vice- 
president of the company at a recent 
meeting of the directors. Mr. Van Cur- 
en has been buying footwear for the 
Garver store for more than 20 years 
and in addition to his buyer’s duties, 
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dent 


") HAVE to be sensible in the shoes | buy. | am 32, 
married and have two growing children. I'm on 
my feet most of the day and naturally foot comfort 
means everything to me. 


"| wouldn't think of going any place other than 

s Shoe Store. In fact, I've taken both of the 
children there for several years now and | per- 
suaded my husband to buy his last pair of shoes 
there. 


"My loyalty for 's came about after Johnny, 
he's the oldest, was born. One of their salesmen 
suggested that | wear a Wizard Arch Builder in a 
certain shoe he had. Well, | got so much comfort, 
I've felt indebted to him ever since." 


Certainly, you have many customers like this one—customers who 
have accepted some One Service you extended to them and 
whose loyalty has probably brought you scores of new friends. 


he personally supervises the shoe de- 
partments located on the second floor of 
the store. 


Dodd Appointed Acrobat 
General Manager 


FARIBAULT, MINN.—Joseph M. Dodd, 
well known all over the country as a 
successful shoe manufacturer, was re- 
cently made general manager of Acro- 
bat Shoes, Inc. Filled with enthusiasm 
and optimism, Mr. Dodd has many ex- 
celient plans in mind for the future of 
Acrobat Shoes, and his host of friends 
everywhere wish him the best of luck 
in this new venture. 


Build a greater service of your own by establishing your store as 
Wizard Foot Relief Headquarters. Write immediately and learn 
about the Wizard Way to Greater Profits and More Satisfied 


Repeat Customers. 


ic 
Ware} ox; Len 100000: 
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The vogue for Surpass Colored Kids, whether 
in Glazed Skins or in the popular Surpass 
PHANTOM Kid, is the result of their rich tonal 
values, carefully chosen to harmonize with costume 
fashions, plus the quality of the leather imparted to 
these kids by the Surpass tanning methods. Full 
bodied and firm, silky, with a fine even grain, Surpass 
Kid carries its colors with an authority that “improves 
in beauty in the finished shoe." Surpass colors are as 
consistent and uniform, lot after lot, shipment after 
shipment, as carefully graded and kept to as high a 
standard as that maintained for Black Surpass Glazed 
Kid and Black Surpass PHANTOM 
Kid. Manufacturers have learned they 
can depend on Surpass colors, as well 
as on Surpass Black. 


When writing advertisers please mention Boot and Shoe Recorder 
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More Profits on Rubbers 


How a Worcester Shoe Store Employs Suggestive 
Selling to Sell More Pairs in All Seasons 


Worcester, Mass.—Rubber business deserves con- 
siderably more attention than it gets, according to 
Frank E. O’Donoghue, president and general manager 
of Foot Health Headquarters, Inc., local shoe retailers, 
where rubbers and rain boots constitute a fine busi- 
ness, both in volume and profit. 

In the first place, rubbers and rain boots are stocked 
in five different styles of heels in both brown and 
black. Mr. O'Donoghue finds that two or even three 
heel types do not satisfy all customers, whereas five 
give each a perfect fit. All rubber stock is divided into 
sections, one for browns and the other for blacks. In 
each color division, each size is separate and placed 
according to heel-type. 

Thus, a salesman knows immediately where to find 
a pair of size 7s in brown rubbers with a flat heel. He 
wastes no time rummaging through several boxes or 
divisions. Mr. O’Donoghue finds that this has speeded 
sales considerably, since people are invariably in a 
hurry when they buy rubbers. They may have half 
an hour to buy shoes, but rubbers are bought in a 
mighty few minutes. 

This efficient stock arrangement also makes it easy 
to run through the stockroom to determine what needs 
replenishing from unopened stock. 

Even in dry weather, rubber stock is pushed as 
much as possible. When a pair of shoes is sold, in- 
stead of asking the purchaser if she wishes rubbers 
or rain boots to fit her shoes, the salesmen are in- 
structed to say nothing, but to produce a pair of 
rubbers or boots, asking the woman to lift them. She 
is at once impressed with the lightness and flexibility 
of the rubber or boot. The salesman is instructed to 
tell her that rubber is the exact fit for her shoes and 
to impress her with the heel variations. The woman’s 
next question is usually in regard to price. 


The Editor’s Outlook 


[CONTINUED FROM PAGE 26] 


or $2.98, or $3.98. Perhaps we are going to enjoy the 
possibility of shoes being built to a grade and stand- 
ard—let the price fall where it will. Price lining can 
go too far. 

After all, the public has the answer to all the 
questions. But the real answer to the shoe busi- 
ness as to whether or no it is going to have profit- 
less prosperity, is the degree of salesmanship that 
it shows in competition with other items that 
contend for the public purse. Remember, the 
shoe industry takes but two per cent of the wage 
income of the country—an item that appears to 
be small enough. Very vigorous rebirth of the 
personality of salesmanship. is needed. 




















Traveling Slippers 


See our 1936 catalog for men’s, women’s 
and children’s slippers, including shear- 
ling and leather bootees— 


IN STOCK 


BALTIMORE, MARYLAND 
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Women's Shoes 
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KUSH-IN-EZE 


VAUGHAN TOWLE CO. 
A division of L, B, Evans’ 
of B. Bon Co, 
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Dancing and Bowling Shoes 
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BUY A NATIONALLY KNOWN 
BRAND 


We carry everything in dancing shoes, 
also a complete line of bowling shoes. 


Write for price list 
ROVICK THEATRICAL SHOE CO. 


Man 
325 W. Madison St. Chicago, til. 

















Indianapolis Retailers 
Hold Stag Dinner 


INDIANAPOLIS, IND.—Members of the 
Indianapolis Shoe Retailers Association 
attended a stag dinner and card party 
Monday evening, November 2, in the 
Washington Hotel. 

The meeting was the sixth monthly 
session since the formation of the asso- 
ciation and was arranged by William 
Piers, president. A brief business ses- 
sion. preceded the party. Assistants to 
various managers and proprietors mak- 
ing up the membership were guests. 


Retailers Discuss Winter Plans 


CANTON, OHIO—Winter merchandis- 
ing plans were discussed by 31 mem- 
bers of the Canton Retail Shoe Mer- 
chants association at its November din- 
ner megting held on November 5. Phil. 
C. Flei@eher, president, was in charge. 

The group agreed to attend the na- 
tional shoe dealers’ convention in Chi- 
cago in g@ body in January. Guests in- 
cluded David Brockman of Massillon 
and Paul Shrigley of Alliance, shoe 
‘merchants in the respective nearby 
cities. 
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MORE 
JUVENILE 
BUSINESS 
FOR YOU 


Vitality Holds Sales Meeting 


St. Louis, Mo. — The recent semi- 
annual sales conference of the Vitality 
Shoe Company was marked by an un- 
usual degree of confidence and enthusi- 
asm. The announcement of another 
healthy gain in business for the current 
year over 1935 along with the introduc- 
tion of the new Spring lines and the 
unfolding of an ambitious sales promo- 
tion and advertising campaign for 
Spring, 1937, gave Vitality salesmen the 
things necessary to translate a bright 
outlook into a good volume of Spring 
orders. Bookings so far are running 
well ahead of a year ago. 

The Vitapoise feature added to the 
children’s line of Vitalitys last season, 
the management reports, has proved 
very satisfactory. A development of 
this season is the Poisette feature in 
the women’s line. The new Vitalitys 
for men have been priced so that they 
may be profitably retailed at $5. Ad- 
vertising plans include the continued 
use of national magazines. 

Following is a list of Vitality sales- 
men and their representative terri- 
tories: M. P. Bringardner, Indiana, 
Mich.; J. R. Burriston, California; R. 
C. Farrar, Texas; J. W. Field, South- 
ern States; C. E. Goodrich, Rocky 
Mountain States; W. J. Harney, Ohio; 
W. L. Jonakin, Virginia, West Virginia 
and Kentucky; J. L. Locke, South 
Eastern States; J. C. Mazur, Illinois 
and Iowa; A. R. Moore, Wisconsin, 
Minnesota and N. and S. Dakota; W. 
M. O’Bryen, Missouri, Kansas and 
Oklahoma; Larry O’Connor, E. Penn- 
sylvania and Maryland; A. W. Shaw, 
New England; H. E. Summers. W. 
Pennsylvania; J. C. Thomas, New York 
State; A. K. Umphrey, Washington, 
Oregon and Idaho; M. A. Weiss, New 
York City and New Jersey. 


Brawley Opens Harrisburg Office 


HARRISBURG, PA.—Gordon A. Braw- 
ley & Associates, dealers in shoe mate- 
rials and supplies with headquarters in 
Columbus, Ohio, have opened a branch 
office at 1241 Berryhill Street, here. 

The firm has been handling eastern 
business for some time and the opening 
of the Harrisburg office has been neces- 
sitated by the increasing volume of 
business in that territory. An emergen- 
cy stock of all their products and sup- 
plies will be carried to expedite prompt 
delivery direct from Harrisburg. 

Frank C. Brawley, who for the past 
five years has been manager of the of- 
fice in Columbus, will be in charge of 
the new eastern office with Charles 
Evans, also of the main office, who will 
supervise the office and shipping de- 
tails. 

The company will continue to rep- 
resent a number of leading manufac- 
turers of shoe materials and factory 
supplies, including the Gordon, Lowe, 
Godfrey Company of New York, H-B 
Products of Brockton, Mass., and the 
— Chemical Company of Accord, 

ass. 
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BWsF2s 


The first pair of juvenile shons is 
important — because a new 
customer provides the oppor- 
tunity to make a_ repeat 
customer. 


The national reputation of 
Ideal Baby shoes creates a 
reservoir of new juvenile cus- 
tomers for the store that 
handles Ideal Flexible Hard 
Soles—the size run between 
soft and cushion soles and full 
fledged juvenile shoes. 


You can have this constant 
flow of new business by stock- 
ing Ideal Flexible Hard Soles. 
Write us today for the details. 


MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft 
Sole—Intermediate and 


IDEAL 


FLEXIBLE HARD SOLES 


which will bring more children into your 
store for their first pair of full-fledged 
juvenile shoes. 


PASGUBDLEFLUFRUFLUGF2XFLUXSLUSI2XG2 SD 








Winthrop Reports 100 
Per Cent Gain 


St. Louis, Mo.— At a recent sales 
conference of the Winthrop Shoe Co., 
general manager J. O. Rand announced 
a gain in business of 100 per cent for 
1936 over 1935. At the same time he 
set as the company’s goal for 1937 an- 
other increase of 100 per cent. 

In addition to broadening the line, 
Winthrop’s new promotion plans for 
the coming year include a national ad- 
vertising campaign in several leading 
publications. These plans also call for 
novel window backgrounds, cooperative 
newspaper advertising and smart direct 
mail pieces for the dealer. 

The following men are carrying the 
Winthrop line: Harvy Conn, West 
Coast; Sam Lawson, Southeast; Lacy 
Mosely, Southwest; Irving Butt, North- 


east. 


——— 


R. A. Hull Heads La Grange 


Shoe Co. 


Rep WING, MINN.—Richard A. Hull, 
for many years located with the Inter- 
national Shoe Company in Winchester, 
Mass., has recently assumed his new 
duties as president of the LaGrange 
Shoe Company, Red Wing, Minn. Wel- 
come to the Middle West Mr. Hull, and 
the best of luck. 
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Pennsylvania Travelers Set 
Shoe Mart Dates 


PITTSBURGH, Pa.—At a recent meet- 
ing held by the Pennsylvania Shoe 
Travelers Association, in their head- 
quarters at the Hotel Henry, it was 
decided to hold its second annual Tri- 
State Shoe Mart at the William Penn 
Hotel, Pittsburgh, Penna., July 18, 19 
and 20, 1937. 

“The tremendous success of last year’s 
show,” said Edward B. Craney, presi- 
dent of the association, “has definitely 
established the city of Pittsburgh as a 
major shoe buying center of the coun- 
try.” 

Martin Lopen was appointed arrange- 
ment director, while Jack R. Levy and 
Phil Landfish will handle the entertain- 
ment and publicity. Joseph Yorkin, 
secretary of the association, will handle 
all other matters of importance. 

Plans are now being formulated to 
make this Tri-State Shoe Mart an even 


greater success than last year’s show. 


Jarman Salesmen Meet 


NASHVILLE, TENN.—Sales represent- 
atives of the Jarman Shoe Company, 
manufacturing Jarman Friendly Shoes 
and Frank Jarman Custom Grade 
Shoes, convened for their two-day ses- 
sion on October 26, while those of the 
Richland Company, manufacturing 
Fortune Shoes, held their two-day ses- 
sion from October 19 through October 
20. During the meetings, salesmen for 
both lines of shoes were given their 
Spring and Summer sample lines for 
the coming season along with detailed 
outlines of the proposed national and 
dealer help advertising program for the 
coming six months. 

Speakers during the series of meet- 
ings included: W. M. Jarman, presi- 
dent; E. T. Bumpous, vice-president; 
J. H. Lawson, general manager ; 
Charles W. Cook, advertising manager; 
J. L. Badger, of the Badger and Brown- 
ing & Hersey advertising agency of 
New York City, and Shelly Tracy, of 


satu tee ee | fl a ER LOOKING. 
Myron Holland Opens Own Store Cc O STS Ni O M O RE | 


BROOKLYN, N. Y.— Myron Holland, 
manager of the better women’s shoe de- 
partment of Bamberger’s for the past 
year, and previous to that with I. 
Miller, as manager and buyer of the 
Broadway store for 16 years, has re- SRIED, (SEESERES ann A 
signed the Bamberger post, effective Pe ee ROARS | BT SEER BDAC SSS. | 


Saturday, Nov. 7, to open an exclusive ae ga ape 
Physical Culture Shoe store at 1036 ee : 
eae LEATHER BASE wire'scREEN } 


Flatbush Avenue, Brooklyn. 
U.S. POTENT NO. 1,998,988 





























Arthur B. Jenks Elected 


i PANTHER PANCO. 


Arthur B. Jenks, formerly sales man- 
ager of the F. M. Hoyt Shoe Co. of A} 
Manchester, N. H., was elected on the co M PAI: 
Republican ticket to represent his dis- Ol a 2 On 
trict in Congress for the coming term. 








Men's Slippers 


ie ll 


HOUSE 
SLIPPERS 


R 
Shan' 
STOCK Counters. ae Ontere — $1.85 


Geo. F. Carleton & Co., Inc. 
HAVERHILL, MASS. 
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Ski Boots 
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The “Pro’’ 
SKI BOOT 


Style 1000 
In Stock 





New “Tilt-forward’’ design. Chocolate 
full chrome waterproof uppefs. 2 full 
length soles: upper sole of leather, 
bottom sole of rubber. Full rubber 
heel; sturdy construction. Will do the 
same job of a $10 boot. 
Men’s, boys’ and women’s sizes 

In Stock—Price $2.45 
25 other Ski Boot styles in stock re- 
tailing from $5 to $10.50. 

A. SANDLER CO. 

200 Essex Mass. 

















Carton Labels 


Lei BELS 


TOLMAN-DAVIDSON ADVERTISING PRESS 


113 Lincoln Street Boston, Mass 








Goldsmith Remodels 
Shoe Department 


MEMPHIS, TENN.—J. Goldsmith na 
Sons Co. have remodeled their three 
floor shoe department. 

A. B. Thomas, merchandise manager, 
who believes in doing things in a mod- 
ern way, has-had the shoe department 
redecorated and new fitting chairs put 
in. He stated that there is a definite 
trend toward better shoes and has add- 
ed Laird-Schober and Delman shoes in 
stock. 

The company is also making other 
extensive additions which will place 
them with the leading stores in the 


country. 
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Percy E. Hart in Export Field 


New YorkK—Percy E. Hart, formerly 
vice-president and merchandiser of 
Cammeyer Shoes and also honorary 
president of the Retail Shoe Merchants 
Council, New York, is now associated 
with Messrs. E. W. Bruno Corporation, 


PERCY E. HART 


Export Division of Messrs. Kirby Block 
& Co., located at 128-130 West 31st 
Street, New York City. Mr. Hart will 
head. the Footwear. Division, and as 
such will .undoubtedly develop an in- 
teresting export trade in‘ all branches 
of footwear. 

Mr. E. W. Bruno, who has only re- 
cently returned from an extended trip 
abroad, has particularly observed the 
increased demand for American foot- 
wear. He believes that with careful 
study of overseas requirements, manu- 
facturers here will find a ready market, 
thus enhancing their distribution. 


Julian & Kokenge Hold 


. Sales Meeting 


CoLUMBUS, OHIO—The semi - annual 
sales convention of the Julian & 
Kokenge Co., manufacturers of Foot 
Saver shoes for women, was held Oc- 
tober 28 at the Deshler Wallick Hotel 
in Columbus. At a noon luncheon 
meeting, the firm’s advertising counsel, 
Aubrey, Moore & Wallace, Inc., of Chi- 
cago, represented by J. T. Aubrey, pres- 
ident, and J. J. Finlay, vice-president, 
presented the newspaper, magazine and 
other proposed plans of sales promo- 
tion. 

The semi-annual dinner was presided 
over by Herbert Lape, Jr., vice-presi- 
dent and sales manager of the com- 
pany. The main address of the evening 
was delivered by Herbert Lape, Sr., 
president of the Julian & Kokenge Co. 
Other speakers were Howard Lape, 
treasurer, and the following dealer 
guests: C. H. Reiling and L. A. Miller 
of the Elder & Johnston Co., Dayton; 
Floyd Page of the H. & S. Pogue Co., 
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VANTAN 


TRADE MARK REGISTERED 
The perfect leather innersole 


Van Tan Innersoles 
cost only a few cents 
more but pay hand- 
some dividends in 
repeat sales. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 








Cincinnati; Harold Roberts of the Stone 
Shoe Co., Cleveland; R. M. Price of 
Byck Bros., Louisville; Elmer Taylor 
of Morehouse-Martens Co., Columbus; 
Ralph Taylor of the Roberts Cloak 
House, Columbus, and Myron Dolan of 
The Foot Saver Shop, also of Columbus. 

In addition to the sales force, the 
manufacturing executives also at- 
tended. 


Trade 
Literature 


LACROSSE, WiIs.—The LaCrosse Rub- 
ber Mills Company has just issued two 
new folders for the coming season. One 
of these folders is devoted entirely to 
the illustration and description of their 
rubber footwear, while the other pre- 
sents their complete line of canvas foot- 
wear. Merchants will find these folders 
of unusual interest and copies will be 
gladly sent on request. 


FARIBAULT, MINN.—Acrobat Shoes, 
Inc., have recently completed the mail- 
ing of their new catalog to their entire 
list of dealers. This interesting catalog 
illustrates in natural colors their com- 
plete lines of Acrobat, Balancer, Na- 
ture Study, and Clara Barton Foot- 
wear. Merchants will find this an easy 
catalog to order from and a copy will 
be mailed on request. 
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Made under Pat. 
No. 990,094 and 
marketed by us 

since Sept. 19,1916 § 


MEN’S REGULAR, MR 4-5, MR 6-7, MR 8-9, MR 
10-11, MR 12-13, MR 14-15. 

MEN’S ORTHOPEDIC, MO 6-7, MC 8-9, MO 10-11, 
MO 12-13, MO 14-15. 

WOMEN’S WIDE, WW 3-4, WW 5-6, WW 7-8, WW 
9-10, WW 11-132. 

WOMEN’S MILITARY, WM 3-4, WM 5-6, WM 7-8, 
‘WM 9-10, WM 11-12. 

WOMEN’S CUBAN, WC 0-0, WC 1-2, WC 3-4, WC 
5-6, WC 7-8, WC'9-10, WC 11-12. 


Made in two colors, black and brown. Specify 
color when ordering. Packed one pair in carton. 


Wholesale, Women’s, per doz. pairs $3.00 
Wholesale, Men’s, per doz. pairs $3.60 


November 


14, 1936 





Men’s Regular 


Dr Scholl's TREDS 





TREDS are a specially developed scientific com- 
bination of live rubber and solid leather. The live 
rubber forms the wearing edge of the heel...the 
solid leather part covers the inner heel area...as 
shown in the illustration. The advantages to the 
wearer are many...as the heel strikes the ground 
the rubber absorbs the shock, while the tougher, 
sturdier leather provides support to the foot and 
shank. Suggest TREDS with every pair of shoes 
you sell. .. they practically sell themselves when 
you point out their many features. MAII, your 
order today. TREDS are made Rights and Lefts, 
so that live rubber cushions the step in walking. 
TREDS are Strongly recommended for use in 
every shoe. They’re an aid to proper posture. 


THE SCHOLL MFG. CO., INC. - CHICAGO - NEW YORK 








Enrollment for Social Security Starts Nov. 16 


New YorkK—Distribution of forms to 
be filled out by employers and em- 
ployees under the Social Security Act 
will be started by the postal authorities 
on Nov. 16. The official forms, reduced 
in size, are reproduced herewith. 

The procedure, which culminates in 
the issuance of an identification num- 
ber to each employer and an identifica- 
tion card, with number, to each em- 
ployee, must be completed before Jan. 
1, 1987, when collection of the payroll 
tax begins. 

Distribution by post offices through- 
out the nation will occur at the same 
time. The employers’ forms will be 
sent out on Nov. 16 and must be re- 
turned to the Postmaster by Nov. 21. 
Beginning Nov. 24, the forms for em- 
ployees will be distributed through the 
employers, and these must be returned 
by Dec. 5. 

Then the Social Security Board will 
send out the employees’ identification 
cards, each stamped with a number 
such as 580-10-1775. The first part is 
an “area number,” each State being 
divided into areas for classification 
purposes. The second part is a “group 
number,” similar to the first part of an 
automobile license number, and the 
last four figures represent the serial 
number. 

Employers must furnish on their 

[TURN TO PAGE 65, PLEASE] 


BLANKS ISSUED BY THE SOCIAL SECURITY BOARD 


Men’s Orthopedic 


Women’s Wide 





U. S. SOCIAL SECURITY ACT 


REASTRY DEPARTMENT 
‘prrduran REvENUe SEAT APPLICATION FOR ACCOUNT NUMBER 








$ (arte aA) 





3. 


OT, AD PA MARDS LAST Name) 





& (POST OFC) 


s 








” Sueeae Twontn) (oat) (vans) (oumaec? Wo LATER VERIEATION)) 


Gali Sree 
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13. 19 AEGESTERED with THE U. S. EmPLovemeT SemvicE, Give MUMBFR OF 





14, IF YOU HAVE PREVIOUSLY FILLED OUT A CARD LIKE TH'S. STAPE : 


TO EMPLOYEE 
Read carefully oli instruction: in this folder before starting to fill out 


for. Treasury Requiatians require completion and retum of this form 
to your local postmaster not ‘ater than December 5, 1934, 
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Employes’ application, sh 
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Form ws 
TREASORY DEPA aNT 
brveana. Revercvs Suances 


U. §. SOCIAL SECURITY ACT 
EMPLOYER’S APPLICATION FOR IDENTIFICA 





L. City ;- County 





2 Buniness same of 





3. Address 


ee 


4 Approximate number of persons now em raise ee in a SSO 





Postoffices will dis- 


$. Describe fully the exact n-care of your business 





tribute forms to be 








used by employers 6. (e) If a manatreturing concern, state prinripal prodacts 





and employes in sup- 
plying information 
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required for admin- 
istration of Social 


7. If chis establishment is 2 branch or # eubadisry company, give came and address of headquarters. 








Security Act. 





(Signed) 





oe (Derach slong thus liae) 


Offcial posituon ——. 








The blank that must be filled out by the employer and filed Nov. 21 
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Ballet Slippers 
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BALLET SLIPPERS 


Right and Left Lasts 


~ Tap y) 
A 


Black Kid 
No. 600— 
Top Grade 
Wom. Miss Child. 
58 $1.25 
0. 
Wom. Miss Child. 
$1.20 $1.15 $1.10 
BROOKS SHOE MFG. CO 


Swanson and Ritner, Philadelphia 














BALLET SLIPPERS—IN STOCK 
FINEST QUALITY, BENCH MADE 


No. 100, Bik. Kid, Soft Toe 
Turns, Rights & Lefts. 


6-11 WYe-2 2-8 

1° 1= 1* 
SCHWARTZ & HERDER, Inc., Mfrs. 
70-72 NO. 4TH ST. PHILA., PA. 





Dancing Shoes and Taps 





TAP 








TAP DANCING SHOES 


IN-STOCK 
PATENT 
LEATHER 


Women's 

$1.25 

Misses 

$1.15 
w Children's 

also, white kid 10c pair extra $1.10 
BLOG SHOE COMPANY 
147 Duane St. New York, N. Y. 

















Manthey Opens New Store 


MILWAUKEE, WIis.—Edward L. Man- 
they .has opened a new shoe store and 
shoe repair shop at 5827 W. Vliet 
Street, here. 
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Obituaries 


Charles Miller 


New York—Charles Miller of I. Mil- 
ler & Sons, died suddenly on Saturday, 
Nov. 7, of heart failure, while on a 
hunting trip in Elizabethtown, N. Y. 
He was 42 years of age. 

Charles Miller was in charge of pro- 
duction in the I. Miller factories in 
Long Island City and Carlisle, Penna., 
and acted in the same capacity for sev- 
eral subsidiary companies. As a shoe 
manufacturer, he was one of the most 
capable master craftsmen in the indus- 
try. 

Born in New York, he virtually lived 
a life of shoes from boyhood. Even 
when he was at school, he was so eager 
to learn his father’s trade that he often 


CHARLES MILLER 


slept in the small factory at 14th 
Street. Upon finishing school, he threw 
his entire energy into shoemaking and 
was responsible in large measure for 
the ambitious undertaking of the large 
Long Island City plant—considered one 
of the largest and most modern estab- 
lishments for the manufacture of qual- 
ity women’s shoes in the country. As 
time went on, he assumed more and 
more of the responsibility of production 
and was always experimenting with 
methods and materials to improve and 
expand the business. 

Significant, indeed, is the poster that 
he had placed throughout the factory 
only last week, which read: “NOT I, 
BUT WE, MAKE TEAM WORK.” 
That was the spirit of his work as 
general superintendent of production. 

Having youth, tremendous energy 
and capacity for details, he was all 
over the building, all of the time. He 
encouraged many young men to become 
experts and foremen and gave oppor- 
tunity to hundreds, for he was eter- 
nally interested in human beings and 
their problems as well as their accom- 
plishments. His open-door policy per- 
mitted shoe men from all over the world 
to study the methods and efficiencies of 
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the business and invariably took of his 
busy time to go with them through the 
plant, emphasing the features of opera- 
tion, . 

Modest to a fault, he was reluctant 
to play a role other than that of shoe- 
making. His pride was evident in the 
very team-work of his workers as is 
borne out by the slogan: “NOT I, 
BUT WE, MAKE TEAM WORK.” 

The five brothers, George, president; 
Maurice, treasurer; Charles, secretary; 
Michael and Irving, were inseparable in 
home life as well as in work. Through 
all the days of the depression, Charles 
stood like the Rock of Gibraltar for 
quality and the continuance of policies 
as established by his beloved father. 

He is survived by his widow, Ida; 
a son, Raymond; the four brothers 
above named and a sister, Mrs. Rose 
Wacht. 

Funeral services were held at the 
Congregation B’Nai-Jeshurun Temple 
in New York City on Nov. 10. Rela- 
tives, friends and members of the trade 
crowded the temple and the street, in 
respect to his memory. Thousands 
mourned the passing of so young and 
accomplished a man. 

Burial was at Union Field Cemetery, 
Long Island. 

Resolutions on the passing of Mr. 
Miller were adopted by the following 
organizations: the Organization Inde- 
pendent Grodno S. S. Society, Inc.; the 
Shoe Club of New York; Courland 
Lodge, F. and A. M.; Congregation 
B’Nai Jeshurun; the Grand Street 
Boys Association; the Fresh Meadow 
Golf Club; 77th Division Association, 
and the Board of Directors of the Shoe 
Manufacturers Board of Trade of New 
York. 


Robert E. McDonald 


Los ANGELES, CALIF.—Robert Em- 
mett McDonald, 60, of 1847 Wilcox 
Ave., Hollywood, died Nov. 1, as the 
result of a heart attack. For the past 
year, Mr. McDonald did not feel well, 
but kept to his duties until a month 
before his death. For 12 years he had 
traveled Denver, West, and during the 
past five years he represented The 
Southern Shoe Mfg. Co. of Hagers- 
town, Md. In this connection, he was 
assisted by his son, Robert E. Mc- 
Donald, Jr. 

After a start with the O. J. Lewis 
Mercantile Co. of St. Louis as buyer, 
Mr. McDonald went into the wholesale 
shoe business at 118 Lincoln St., Bos- 
ton, for a number of years. In this 
capacity, he maintained a branch office 
in New Orleans which was managed by 
William Camp of that city. This very 
successful business, country-wide in its 
scope, was terminated by a fire, after 
which he went to St. Louis, forming the 
shoe jobbing business of McDonald and 
Katzman. When his interests in this 
business were disposed of, Mr. McDon- 
ald came to California to live. 

Following the death of his father, 
Robert E. McDonald, Jr., will continue 
on with the same lines and cover the 
same territory as was covered jointly 
by his father and himself. 
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When in NEW YORK—Pick the Piccadilly 


Say “Hello” to a good “Buy!” Stay at this New, 26 
story hotel. Here, Times UARE is all "ROUND 
you—just a stone’s throw to “Radio City’, 69 theatres, 
mid-town business offices and railroad terminals. 
Patronized by shoe executives from coast-to-coast. 
B a! 

right, richly furnished rooms—with baths $9.50 


quiet, y 
—deep, soft “sleepyhead” beds and all up-to-the- 
minute conveniences. Daily rates begin as low as Single 


Enjoy Cocktails in the PICCADILLY CIRCUS BAR! 
Ask for a copy of “1,001 FACTS about N. Y.!” 


HOTEL PICCADILLY 





45th St., just West of B'way 


T. J. Mattieu, Manager 








Recorder’s Stock Record 


Samples on Request 


MERCHANT’S SERVICE 
209 So. State St., Chicago, 





( 


Chain Store Efficiency 


records are made available 
to independent retailers in the 


(either in cards or book form) 


1,200 Rooms; 


System 


Hotel 


DEPT. 
Il. 





rooms and suites slight! 
servidor (ventilating), ceealatt 
full-length rt, beautifully 
Four 
(temperature never over 75 degrees) and 
never a cover charge anywhere! 


Governor Clinton 


Under Knott Management 


3lst St. and 7th Ave., New York City 


“Oh, those 

meals, and the 
service — boy, 
bring me the 
time-tables for 


New York” 


$3 sin a * double, $5 twin beds. 





Corner 

Each with private bath, 
ice-water, radio (4 hookups), 
gaa 


igher. 


restaurants : air conditioned 











Enrollment for Social Security 
[CONTINUED FROM PAGE 63] 


forms such material as the number of 
employees and the nature of the busi- 
ness. Employees must give full name, 
age, address, name and address of em- 
ployer, name of father and mother, and 
similar data. No information on any 
affiliations of the employee is required, 
it was pointed out. 

Both the employer’s and the em- 
ployee’s forms give on the back de- 
tailed information on the manner of 
filling them out and on the operation of 
the law, but make no mention of the 
payroll tax. 

A four-page pamphlet on “Security 
in Your Old Age,” to be handed to em- 
ployees with their forms, however, 
gives details on the taxes in addition 
to a section on “What the Act Means 
to You.” The pamphlet points out that 
“the taxes called for in this law will be 
paid both by your employer and by 
you,” the latter part to be “taken out 
of your pay.” 

Employees who are now 65 years 
old or more, or who will reach 65 before 
Jan. 1, 1937, should not fill out the em- 
ployees’ application forms, according to 
the instructions sent by the Social 
Security Board. 

Employers are instructed that their 
forms may be handed to a letter carrier 
or delivered to the local post office in 
person or by messenger, or may be 
mailed in a sealed envelope addressed 





"WHEN WINTER COMES—" 


Above are two types of boots that promise 

to be much in demand for skiing, a sport that 

has made rapid headway throughout the 

North in recent years. The shoe at the top is 

from the line of Chippewa Shoe Mfg. Co.; 
the one below is by A. Sandler Co. 





to the postmaster. Employees are in- 
formed that their filled-out forms may 
be returned through the employer, 
through any labor organization to 
which the employee belongs, or in the 
other ways specified for the employer. 
Employees are also told that they may 
have their account number changed at 
any time by applying and “showing 
good reasons for the change.” 


Open Shoes 
[CONTINUED FROM PAGE 56] 


pated for a season and translating 
those themes into merchandise are two 
very different things. The subject of 
style must be closely studied by a pro- 
ducer who hopes to develop a fashion. 
An appreciation of the dominant 
themes of the day: World affairs, poli- 
tics, social events and the influences of 
couturiers and socially prominent peo- 
ple. These may indicate how the fash- 
ions of the day must be altered to be- 
come the fashions of the season for 
which he must plan. Having this gen- 
eral picture in mind, the manufacturer 
must begin a relentless study of styles 
that may translate the trends so that 
his line may include the fashions of 
the coming season.” 

The three-day buying session resulted 
in a fair volume of business, with 
greater anticipation by stores in the 
southern and sun belt. The exhibitors 
unanimously acknowledged good atten- 
dance and good interest. 
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Men's Shoes 


Ce i i eli ela ein eli elie lie 





“HIGHEST GRADE ONLY" 
|___£AST_WEYMOUTH, MASS., U.S.A. 
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Sport Shoe Leathers 


eli el hi ei ech ee eli eel i eh i dia 


SHAG 


The newest, roughest, doggiest 
sporty leather—by the tanners 


of famous .,.« Samples 
on request. Jf 


SLATTERY BROS. 


SOUTH ST. TANNING CO. 


BOSTON.MASS. SALEM. MASS. 


2icy 


on 6 Oe 6 Oe 


Riding Boots 


| eh 1 cia iad 


ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 




















New Store Opened 


Brockton, Mass. — Irving’s Shoe 
Store is a new retail shoe business 
started at 6 Centre St., by Irving Solup, 
who formerly operated the shoe busi- 
ness in Richmond’s men’s clothing store 
at 46 School Street. 

Irving’s is specializing in shoes for 
men, boys and children. Men’s shoes 
range in price from $1.25 to $5. 
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Airplane Award for Trade Name 
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With the announcement of the contest for which an airplane is to be given as first prize, 
the sales force of the Belle Meade Shoe Company motored to the airport to inspect a sister 


ship of the plane to be given away. 


Left to right, they are H. L. Ware, J. P. Johnson, 


Ed. Brandman, George E. Price, and George Easterbrooks, salesmen; W. C. Roose, sales 

manager of the company; F. H. Greewald, salesman; Jack Braden, shoe stylist; Lieutenant 

John A. Ball, export manager of the General Shoe Corp. and instruction pilot for the 

Skyrider Club; Charles W. Cook, advertising manager of the corporation; Hal Long and 
D. J. Edwards, salesmen, and Tom Fuqua of the advertising department. 


NASHVILLE, TENN.—Sales representa- 
tives of the Skyrider shoes for boys, 
manufactured by the Belle Meade Shoe 
Company, a division of the General 
Shoe Corporation, Nashville, were pre- 
sented with a Taylor Cub Contest 
along with their sample lines for 
Spring and Summer, 1937, at their an- 
nual convention session here, during 
the latter part of October. 

In celebration of the expected rise in 
sales from the contest, the entire force 
motored out to the airport and looked 
over a Taylor Cub, a sister ship to the 
one offered as the big award in the 
contest. 

Complete with all the promotional 
aids of dealer newspaper mats and 
mailing pieces, the rules of the contest 
will be announced to the air-minded 
boys of America through the medium 
of color comic strips in leading news- 


papers throughout the cities of the 
country in March. On May 14, the 
lucky boy who has submitted the prize- 
winning title for a specified group of 
shoes from the Skyrider Spring and 
Summer lines for 1937, will be pre- 
sented with a brand new Taylor Cub, 
full-size monoplane, with a cruising 
speed of 70 miles per hour. 

The monoplane, a product of the 
Taylor Aircraft Company, together 
with twenty additional prizes for the 
runners-up in the contest, is eligible 
to any boy in the land without his first 
having to purchase a pair of Skyrider 
Shoes. 

The special group of shoes for which 
the contestants are to submit a name 
will be on display at dealer stores, 
where contest entry blanks for official 
participation in the contest will also 
be obtainable. 





Irving Drew Holds Spring 
Style Presentation 


New York—Following a successful 
sales meeting and style show held at 
the Irving Drew factory in Portsmouth, 
Ohio, for all the United States repre- 
sentatives of the company during the 
week of October 26, Nathan J. Levy, 
eastern representative, organized and 
conducted a most successful style 
presentation of their Spring line in the 
Hotel McAlpin, November 4 and 5. 

Three models showed the latest in 
Spring footwear to more than 200 buy- 
ers and shoe men present during the 
showing. Sandals and perforted types 
seemed to dominate the Irving Drew 
line for Spring with blue playing the 
leading part. Chaudron is also expected 
to play a big part in the Spring selling 
picture. 

E. A. Drew, vice-president and sales 
manager of the Irving Drew Company, 
was present at this style preview and 
was much pleased with the reception ac- 
corded the showing by the shoe men 
present. 

During the factory meeting, a 35 per 


cent increase in sales over 1935 was re- 
ported and the salesmen present were 
very enthusiastic over the new Spring 
line. Prize awards were given to Mr. 
Levy for showing the largest sales in- 
crease over last year and to E. R. 
Brundage for the greatest increase in 
accounts. 


What's New 


Glass Slippers Come True 


New YorkK — The proverbial glass 
slipper may soon be an accepted mate- 
rial for women’s shoes. Harold Slater, 
of the bench shoe firm of J. H. Slater, 
is showing to buyers his first trial mod- 
els in a new shoe fabric actually made 
from glass. The Corning Glass Com- 
pany have recently developed this ul- 
tra-modern yarn which he is working. 
Used for fishing lines, it has proved to 
be 18 per cent stronger than any mate- 
rial found up to date. Its strength and 
the fact that it can’t absorb dirt are its 
two practical points for shoes, not to 
mention its romantic possibilities for 
promotion. 
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* BALLOON TYPE 
“Wedding Ring” and 
“Balloon” eyelets offer 
timely, modern, and dis- 
tinctive emphasis: to re- 
cent pattern creations. 
They are to be found 
on popular styles in 


__ women’s feature shoes. 


WEDDING RING 
EYELETS 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 











THE TICKET 


LNEDY LGya0atD 
Ore 


CHRISTMAS 
DISPLAYS 


The backgrounds of both ticket 
and card are snowy white, with 
a colorful scotty design in red, 


gold, and black. 














(a 





CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated above; 
or oval base-burnished gold— 
three color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supptied with annual services. 
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Stimulate Your Holiday Business 
With Appropriate Show Cards 
And Tickets 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $6.00 


MERCHANDISING AIDS 





Polly Clips 
Pouy Cup for Price Tickets—Adjustable— 


Tilt at any angle. Bronze for 


for Price Tickets dark leathers. Nickel-plated to 


avoid rust effects from white 
leather tannage. 





Polly Shoe Holder 
To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 
Y_ dozen 





Recorder Stock Record 
Tickets 


for shoe cartons. Cyclone clips 
included: 











sesesaed 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
ores ga Choice of forty-selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 Ld Ld oe Ld 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted; or, duplicate stock cards for your 
other window—gratis. 

EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
eards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wonted, to assure well blended 
trim, are 35c per fifty, additional. 





MONTHLY nonnk, 





$5.00 | 100 
































/FOR ITSELF +- IN 
INCREASED BUSINESS 


/ Mic ( ow 2OW Now! 














Christmas designs . . . red and green on white background. white beard pe 
Black prices. brewn bar—erange 
sunburst. 


Size: 114" 2 23°—Prices on opposite page. 
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(Cross out 


SERVICE 


CARD 


SHO W 


STORE NAM © Ss 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 
quantities and denominations: 


For 
for 


subscribers 


must be drawn on U. S. 


ANNUAL 
per year, payable 
+ per month. 
cash in advance, full year’s 


month additional 
card holders. 


each month’s service deliv- 


foreign 
banks, or include exchange. 


For this service we will pay 
service, 5% discount. Checks 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 


$ 
from 


per 


FOR 


MERCHANTS SERVICE DEPARTMENT 


BOOT &€ SHOE 
J aa 
COV ALY 


209 S:STATE ST: CHICAGO: 


Cheek, with order, please, unless C.0.D. 


beginning with NOVEMBER, 
for Card Service 

-«» consisting of 

. card holders (with 

the first month’s service), 
os . IMPRINTED 
TICKETS, at 35¢ per fifty, 


continuing monthly for one 
blank tickets each month, 


Please enter our order for the 
Recorder ‘‘Selling Messages,”’ 
year, 


additional. 
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SALESMEN WANTED 








SALESMEN WANTED 


Salesmen: With following to curry the 
strongest specialty featured cushion Tine of 
men and women’s Goodyear Welts.  Terri- 
tories: Texas, Louisiana, Mississippi, Ar- 
kansas, and Alabama, also Indiana, Illinois, 
and Missouri. 

All _styles ‘carried in s 

ROHN SHOE MANUFACTURING co. 

512 W. Florida St. Milwaukee, Wis. 








SALESMAN 


For Several Eastern Territories. By Large 
Western Mfr. Making Line of Men's, Boys’ 
and Children’s Shoes With Distributing 
Branch in East. In Reply, State Age, Ex- 
perience, Territory Covered, and Amount of 
Sales. All Replies Confidential. 

Address F-108, care 

BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











SALESMAN wanted—for a factory making 
Growing Girls’ and Misses’ McKays, Ameri- 
can Welts, Stitchdowns and prewelts. Strictl 
commission basis. No side line men want 
Address E-988, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMEN WANTED who are interested in 
a permanent and good paying line of In-Stock 
Women’s Novelty Footwear retailing et $2.00— 
$3.00 and $4.00. CALIFORNIA—(IOWA and 
NEBRASKA) — WISCONSIN — (DETROIT 
and MICHIGAN) —INDIANA and CARO- 
LINAS now open. Give record of road selling 
experience and age. Address F-109, care Boot 
ees Recorder, 209 South State St., Chicago, 





SALESMEN wanted in Metropolitan Centers 
to sell complete Juvenile line from Infants’ to 
Growing Girls’—Prewelts and Stitchdowns— 
Popular price Western manufacturer and In- 
Stock—Commission only—Will consider side-line 
men. Address F-102, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SALESMAN for California, Middle West and 
South with connections with chain stores and 
jobbers only to sell attractive iine of children’s 
Puritan welts. Reference and qualifications. 
Prewelt Shoe Mfg. Co., 1234 Carpenter St., 
Philadelphia, Pa. 


WANTED, experienced shoe salesman for Cen- 
tral and Western Pennsylvania, commission 
basis only, with line of Men’s and Boys’ medium 
priced dress and work shoes, also Ladies’ and 
Misses’ line, om special terms. State age and 
reference. Address F-112, care Boot & Shoe 

a aa 239 West 39th Street, New York. 








ALESMEN—Experienced, 

price in-stock juvenile line in Eastern Penna., 
Ohio, Michigan, and the Carolinas. Address 
F-111, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


to carry gender 





POSITION WANTED 





EADY to start at once. 15 years’ successful 
store manager and buyer of ladies’ and men’s 
shoes and Reedy-to-Wear—wishes ge sa 
opportunity. Address F-107, care 
Recorder, 239 W. 39th Street, New York, N ng 








A WELL known Eastern manufacturer of Men’s 
and Boys’ ene priced shoes, featuring a 
lates variety of IN STOCK styles, has several 
nings for salesmen particularly in the Middle 
ot and some sections of the South. Sales 
—_ is entirely on a commission basis 
no drawing account, so if you are not in a 
with to work on this basis Shee do not apply. 
Address F-103, care Boot & Shoe mame 239 
West 39th Street, New van 


SALESMEN (Two) for high grade juvenile 
welts—infants to growing girls—Middle West 
—Pacific Coest—Straight eomanicsion only— 
Complete staple line carried In Stock. Styles 
and patterns made to order. Would fit in with 
high grade non-conflicting line. Altschul, 
Inc., 117 Grattan St., Broklyn, 


WANTED: Retail salesmen to carry a short 
line of Infants’ Flexible Stitchdowns, 4/8 
sizes, to retail at $1.00 or less. Sold direct from 
the factory in twelve pair lots. Good territories 
ve. Address—Featherweight Line. Address 

05, care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











ANAGER, Buyer, Salesman, 14 years’ retail 

experience, popular priced shoes, 31, married. 
Address F-115, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED TO PURCHASE 








A LIVE EXECUTIVE 
and 


SALES PRODUCER 
Available 


I am seeking a number of established, well 
recognized lines the allied shoe field to 
represent in the New England territory in a 
selling capacity, on a straight commission 
basis. 

Backed by more than 17 years’ experience in 
the development of rubber and fibre products 
for the shoe manufacturing and findings 
trade, I can produce for you a real profit 
through increased sales if you have a worth- 
while product which merits the consideration 
of the trade. 

While I am open to an executive position, 
for which I can furnish evidence of complete 
satisfaction backed by successful experience 
and results obtained in the past, I would 
welcome an opportunity to sell and prove my 
ability to create new sales records for your 
organization. 


Address E-998, Care 
BOOT AND SHOE RECORDER 
140 Federal Street 
Boston, Mass. 











Y OUNG well liked salesman, with fine follow- 
ing among department and retail stores, is 
open for line of women’s high or low heel shoes 
retailing up to $5.00, for midwestern territory. 
Also highly experienced in cutting room and 
upper leather departments. a F-110, care 
— and Shoe Recorder, 209 S. State Street, 
icago. 





Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








CASH FOR BRANDED SHOES 
Men’s, Women’s—Factory or Retall 
Wanted: Red Cross, Florsheim, Arch Preserver, 

Enna dJettick, ete., Nunn-Bush, Bos- 
tonian, Walk-Over, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone WORTH 2-5180, 518! 











|* your firm needs a man with a pleasing per- 
sonality, and capable of producing results 
that will be of mutual advantage, and who is 
thoroughly familiar with all grades of shoes, a 
quality man who desires to represent a reputable 
manufacturer in New York City and vicinity, 
do not hesitate to get in touch with me imme- 
diately. 

Have been in the shoe business for more than 
twenty years, am a family man of 36 years of 
are and who owns a new car, have been em- 
loyed with my present firm for twelve years in 
a managerial capacity, and wishes at t is time 
to make a connection ‘with a growing concern 
that offers an o nity. Address F-104, care 
Boot & Shoe Recorder, 239 W. 39th Street. 
New York, N. Y. 


ANTED live wire salesmen to cover Chicago 

and Pittsburgh territories to represent a 
wholesale house carrying a fast line of women’s 
novelty and sport shoes to retail for $2.00. State 
references, experience, etc. Address F-106, care 
Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. ; 








LINE WANTED 


UNION made work shoe line wanted, to sell at 
popular price, for Metropolitan area. At pres- 
ent employed. Address F-114, care Boot & Shoe 
as eee 239 West 39th Street, New York, 


aN. 








ASLE. AGGRESSSIVE SALES EXECU- 

VE, American, 37, Married—Shoe factory 
experience styling, production and sales. Knows 
Department Store and Specialty Store merchan- 
dising and promotion thoroughly. Not afraid of 
hard work. Would like line of Women’s novelty 
shoes. Eastern territory. Address F-113, care 
Boot & a Recorder, 239 West 39th Street, 
New York, N. Y. 





mum charge, 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate ‘for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 


For all other classified advertisements the rate is 7 cents per word. 


When a box number is desired twelve words should be added for the address. In all other cases each word. of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
gs” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gg 


Minimum charge, $1.25. 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








Device. 


infringing appliances. 
facturing or usin, 


fringing devices. 





ROOM 1811, 209 S. STATE STREET 


Patent Warning Notice 


We desire to notify all retail shoe stores that we are the owner of United States 
Letters Patent Number 2,028,321, dated January 21, 1936, for shoe Re-Shaping 


It has been brought to our aitention that various retail shoe stores have been 
purchasing shoe reshaping appliances which constitute an infringement upon 
the aforesaid Letters Patent, and the purpose of this notice is to notify all retail 
shoe stores that by purchasing or using shoe re-shaping appliances which in- 
fringe the aforesaid Letters Patent they are rendering themselves liable to us for 
infringement of the aforesaid Letters Patent and an accounting for the damages 
we have sustained and the profits they have made by reason of their use of the 


We intend to vigorously prosecute all manufacturers or retail shoe stores manu- 


shoe re-shaping appliances which infringe our said patent, and 
we warn the trade against incurring liability by purchasing or using such in- 


DUNDE SHOE RESHAPING DEVICES, INC. 


CHICAGO, ILLINOIS 








PROTECT AND IMPROVE YOUR SALES WITH 
MANOLIS PRODUCTS 
Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments, $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 


4246 North Crawford Avenue, Chicago, Illinois 
Side Line Salesmen Wanted. Please furnish references with application. 











Increase Your Sales 


Install the SHOE DOCTOR SHRINK- 

ING DEVICES and give your cus- 

tomers shees that conform to _ their 

feet and fit perfectly and scientifically 
in every detail. 


These shrinking devices enable you to 
make all your customers not only satisfied 
but permanent by giving 
them added service in 
eliminating gaping and 
fullness from around the 
top of shoes, preventing 
slipping at the heel or 
gaping at the sides, and 
by removing wrinkles 
from quarters, vamps, 
and linings. These de- 
vices when used with 
our specially prepared 
fluids, which are scien- 
tifically necessary, 
shrink fullness from all 
leathers or fabrics with- 
out harm to either. 
Send your order or write for detail in- 
formation. 
Special combination offer $25.00 (fluids in- 
ousee in above prices) f.o.b. Indianapolis, 
Indiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 














Eshaia Manages Block Store 


SPOKANE, WASH.—E. R. Eshaia has 
recently been named as new manager 
of the Block Shoe Store at 719 River- 
side, this city. Starting with Block’s in 
Portland, Ore., six years ago, Mr. 
Eshaia has managed Block stores in 
Olympia, Walla Walla, and Yakima, 
Wash., opening the latter store and 
coming from there, here, where he suc- 
ceeds M. D. Bagley, who was promoted 
to a prominent position with the Seat- 
tle headquarters of the Block stores. 

In taking charge of the Spokane 
store, Mr. Eshaia pointed out that it 
has given a fine account of itself in the 


FACILIFIES for 


BUSINESS 


ENTERTAINING 


oilile 


ROOM + 
DINNER or LATE SUPPER 


When the day’s. work is done, business execu- 
tives know where to relax. Many a big contract 


is born in our “Bubble Room.” Here fam 


MERCHANTS’ NEEDS 


PREVENT LOST SALES! 


THERE is a way and a proven way 
to give all customers (even the hard- 
to-fit) shoes that fit perfectly and 
comfortably. It’s a way that’s now 
used by thousands of wide-awake 
retailers who enthusiastically en- 
dorse it. It consists in reshaping 
shoes to conform to the individual 
foot. It’s so simple that any of your 
employees can use it. Inexpensive 
to operate, too. Write for details or 
grasp this— 





SPECIAL 
Combination 
Offer 


Machine and Hand 
tron, Complete, $35. 
F.0.B. Lynn, Mass. 


DUNDE SHOE 
RESHAPING DEVICES, INC. 
Republic Building, 

209 South State St. 
Chicago, Ill. 





BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 
this new and dignified profession. Home Study 
Course, including working models and equipment, 
furnished at low cost. Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
8665 Broad Street Newark, N. J. 














WANTED TO PURCHASE 





“swing” bands croon cway your cares, and the 
world of laughter lilts from shadowy nooks as 
top talent brings down the house. Come to the 
center of Baltimore’s business and social activity. 
700 rooms, each with bath and shower. Three 
eve restaurants. Rates from $3 to $6 
single. 





three years since its establishment. 
Each year has witnessed big gains in 
patronage, while this year its volume is 
running 30 per cent ahead of that of 
1935. 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 

















Shoe Display in Bank Window 


PITTSBURGH, PA.—A novel shoe dis- 
play was set up by the Natural Bridge 
Shoe Shop in the window of the Pitt 
National Bank here. The odd location 
for shoes attracted wide attention from 
the thousands of daily passers-by. Late 
models of feminine footwear were on 
view. 
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Humbert Named General 


Manager 


MINNEAPOLIS, MINN.—J. O. Hum- 
bert, for many years connected with 
the LaGrange Shoe Company of Red 
Wing, Minnesota, has, just been made 
general manager of the Dodson Fisher 
Shoe Company of this city. The firm 
make a very high grade line of chil- 
drens’, girls’ and misses’ stitch-down 
shoes with the present production set 
at about 600 pairs a day. Plans are 
now under way for the installation of 
many new machines which it is expect- 
ed will bring the production to nearly 
2000 pairs a day, enabling the firm to 
expand to new territories and to set up 
a better in-stock department than ever 
before. 

Mr. Humbert is very optimistic for 
the future, and he believes that 1937 
will be one of the best years ever known 
throughout the shoe industry. 





Leather Firm Celebrates 


Anniversary 


Boston, Mass.—The William F. Red- 
dish Leather Company, Inc., which oc- 
cupies space in the building formerly 
the property of the Thomas C. Plant 
Company in the Jamaica Plains section 
of this city, celebrated its first anni- 
versary on November 5 by inviting all 
customers and friends to a reception 
and buffet luncheon. 

This concern was established Nov. 5, 
1935, and is engaged in the manufac- 
ture of treated leather inner and outer 
soles under the trade name of “Curry 
Way.” Officers of the company an- 
nounce that the first year has been very 
successful, that for much of the year 
the plant has been on full time and on 
over-time for the last three months. 
Curry Way leather finds its largest 
market in high grade shoes for men 
and women. 


Factory Addition Nears 


Completion 


SALEM, N. H.—Construction of the 
new addition to the McKay-Frank Shoe 
Company’s factory at Salem Center is 
well underway with completion looked 
for in about three more weeks, Arthur 
J. Brooks of the Brooks Construction 
Company of Newburyport, contractors 
in charge, stated. The addition, one and 
one-half stories in height, is being 
erected parallel to the main building 
and will furnish much-needed room and 
allow for a considerable expansion of 
activities. It will be 110 x 45 feet in 
size with a smaller connecting room be- 
tween the new and the old buildings 
26 x 40 feet. 

The McKay-Frank firm, headed by 
Frank Raforsky, has been located here 
some time and employs a large number 
of hands. Its payroll is expected to be 
considerably increased with availability 
of the new structure for factory opera- 
tions. 
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BOOTS AND SHOES 
BLOG SHOE COMPANY, New York City............... ccc ce eee ete cette eee ees 


BOOTH, WALTER, SHOE CO., Milwaukee, Wis.. Lever ..33, 34, 35, 36 
BROOKS SHOE MFG. CO., Philadelphia, Pa... .. 2.0.0.0... ect eee eee 

CARLETON, GEO. F., & CO., INC., Haverhill, Mass........5.....0. 0 cc cece cece e 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Wee so ae 'hs Ba ee 66 
ENDICOTT JOHNSON CORP., Endicott, N. Yi... 0.0... c cece cece e cece eee eeee 4,5 
FLORSHEIM SHOE COMPANY, Chicago, Ill.... 2.0.0.0... 00. c ccc ccc ee eee eee 12 
GILBERT SHOE CO., THE, Thiensville, Wis........ 0.2.0.0 6. cece cee cece eee eee ! 
GOGORICH, B. F.2 CG... Watertown, Mass... ......5065.0.. 0A 42 
GREEN SHOE MFG. CO., Boston, Mass.......... 2... ccc cece cc cece ee ees Back Cover 
HANNAHSONS SHOE CO., Haverhill, Mass............0... 00 ccc cee cece c ee eeees 31 
SOV Sra Seer, OF. LOUIS, AG. 6 ov o's Saeed eee le ee 51 
MANFIELD & SONS, Philadelphia, Pa... .. 0... ccc ccc cc cise e cess eceeceecs 66 
MILLER, I., & SONS, INC., Long Island City, N. Y. 00.0.0... 2 cece ccc cece ees 29 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind................4. 7 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass............. 02. cc cee ceeuees 60 
UNS UTE GPG GOIMIN: WHORE. oe os ok ch cova cc cdenaceue¥s bicwheneeseas 64 
SCOR SRC Nn sw ous Wen ermmlenp uranic beramannr lew aan ied 47 
ROVICK THEATRICAL SHOE CO., Chicago, Ill...... 0.00.0 cc ec cee eee eee 60 
SAPO Pi, a I PEE. So oe Sree ys ods ce bbe cen cos pewtnean deGetbuk 62 
SCHWARTZ & HERDER, eka. PRNMUBIONIO: Payiski 288s 62K eo hs ia ALE. Goan eel 64 
STIX-ALTMAN-WEINER INC., Cincinnati, Ohio... 0.00.00... 00. c cece eee ee eee aee | 
SWAN SHOE COMPANY, Baltimore, RS CR ARG Rad Retire Kenge ry | haere mea Ts 59 
THOMPSON BROS. SHOE CO., Brockton, Mass.......... 0. cc ccc ce cece ee ueeeenees 6, 49 
TWEEDIE FOOTWEAR CORP., "Jefferson GAR AMO y «oo SRR OSE eat oer es 14 
VAUGHAN-TOWLE CO., Wakefield, OT OA SEDI IR CIO HRMS ce SN 60 
WINTHROP SHOE CO., ‘St. as. 4. oid 0's wists elt Meee REN CaO EE cs dle hs 4 

LEATHER AND OTHER MATERIALS 

COLONIAL TANNING CO., Boston, Mass.............. 00 cece cece ee cece eee eee 2 
EAGLE-OTTAWA LEATHER CO., Grand Haven and Whitehall, Mich...........3rd Cover 
ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass......... 56 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis....... 0000.00 cee eee eee eee 43 
HUBSCHMAN, E., & SONS, Philadelphia, Pa..............0.0. 0.0 cece ce eee 2nd Cover 
KISTLER LEATHER CO., Boston, Mass.............0.0. 00. c cee cece eee ences ae 39 
OPrepe Menu neers Gt, GHPBIE, ONTO... ccc ec cee cece cc cucceveceaedueeen 27 
PANTHER-PANCO CO., Chelsea, Mass.............. ccc cece eee cc eect eeceeeeees él 
PI I es os oa dcace.ca'v'y ba + ccdda's Kale otib cient veutae cdbebae 66 
SURPASS LEATHER CO., Philadelphia, Pa......... 0.0.0... e cen eee ees 58 
VAN TASSEL LEATHER CO., Norwich, Conn..... 0.000000 c cece cece eee e eee eene 62 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass........... 2.0.00 cee eee ene eeee 8 
DuPONT VISCOLOID CO., New York City. ........ 06. ccc cc ccc cece cece ene nes 48 
SPAULDING FIBRE CO., No. Rochester, N. H........... 0c ccc eect e cece pe teen eeeee 3 
UNITED LAST COMPANY, Boston. Mass............0 cee cee ccc ee cee cee eceeeeees 52, 53 
UNITED SHOE MACHINERY CORP., Boston, Mass.............0. 00 cee cece eeee 10, 67 
UEMGee MII POPU. CONE, eos co cc ca hs coke sc cabae vice ce cavewed Front Cover 


STORE EQUIPMENT AND FINDINGS 


DUNDE SHOE RESHAPING DEVICES, INC., Chicago, Illl.....................0005 71 
GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich................... 54 
MANOLIS MFG. COMPANY, Chicago, Ill.............6 0.0 c cece cece eee eee 71 
PITTSBURGH PLATE GLASS CO.., Pittsburgh, Pa......... 6.26. eee ee eee 9 
EE, Te es IMEI, © Hos since fet lek ee eee Ved eee dose eeks deceen es 63 
Settee & Cy CO, Indianapons, Id... oo i. ee ce eee een tetas wale 71 
WIZARD COMPANY, St. Louis; MO... 6. cece cece reece bee ceenseecenePeetenee 57 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City............. 000 c ccc c cece eee cece e eee 70 
HOTEL GOVERNOR CLINTON, New York City............. 00.0. cece eee nee 65 
rs I BN BN as og oipsye. orp + asi i0'g 8 apa poe Sg bin 90d cose ANY ely. 64 
HOTEL LORD BALTIMORE, Baltimore, Md....... 0.00. e tenes 71 
POPU PU TI g FOU FOE CO cr tcce nee tersctecsesntsdensets 65 
RUN UPI, FOUN FOUN Ct ioe iis re ice cece sense nenstecce 71 
KIRSCH-BLACHER CO., INC., New York Patil PPS Ci tees ako Gombe nen eoecs sy 70 
TECHNOPEDIC INSTITUTE, Newark, N. J.......0 0.00... c ccc ccc eee cece 71 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass.................. 62 
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ARDOISE GLUE - - - 


New as Surrealist Pockets 
Flattering as an Empire 
Waistline 

s Important as the Tall Hat 


e Versatile as 4 Chameleon 


Specify this Important 
“"Special”” Color 


ARDOISE BLUE 


SHADOW KID 
New Castle, No. 1390 
VODE DOESKIN 
Standard, No. 980 


THE rise of Ardoise Blue is one of the 
most important developments of the 
Spring season. This soft, greyed shade 





was presented as 4 “special” color. 
Suddenly everyone discovered that it 
harmonized with navy; livened grey 
and beige, lent distinction to black, 
piquant contrast to brown, and char- 
acter to wine. It is 4 practical color. 
Glove, bag and blouse manufacturers 
are matching it. Ardoise Blue belongs 
in every 1937 line. 


Requests for swatches will be filled through the F ashion Department— 
100 Gold Street, New York City 


ALLIED KID COMPANY 


STANDARD D 

IVISION, 209 

NEW CA , 209 SOUTH STREET. 

STLE DIVISION, 100 GOLD STREET. sla MASS. 
; YORK, N. Y 
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8077—Chauffeur's Black Calf- 
skin Blucher, double oak sole, 
all leather riveted shank, grain 
inner, rubber heel, Goodyear 


welt, Sizes 5/11, bese D, 


8076—Same in Russia Calf- 
skin. 


978—Gun Metal Blucher, full 
double linol oak sole, caulk 
welt, grain inner, steel shank, 
wearproof lining, rubber heel, 
Goodyear welt. Sizes 5/12, 
Width E ..............$2.15 


1061—Black Elk Riveted 
Blucher, full double sole, oak 
middlesole, cross-cord outsole 
and heel, Goodyear stitched 
construction. Sizes 6/12. $1.90 


1158—Eskimo Calf Blucher, 
wide backstay, full double sole, 
oak outsole, kromelk middle- 
sole, leather lined vamp, 
leather heel, all leather, Good- 
year welt. Sizes 6/14. . $2.75 





ENDICOTT JOHNSON’S 
FAMOUS SERVICE SHOES 
DO DOUBLE DUTY 


The clang of fire bells!—The Policeman's whistle-—The Postman's ring! 
—sounds that are heard day and night in every city and town, proclaim 
the fact that the country's faithful servants are ever on duty. 


Endicott-Johnson's special Service Shoes are designed exclusively for 
these thousands of men whose lives are spent in government and 
municipal employ. Known everywhere as the foremost and best foot- 
wear for this type of work, they are designed and constructed to meet 
the needs of men engaged in every strenuous occupation. 


Complete foot protection and comfort are assured, and their long 
wearing qualities and ruggedness are features which make them the 
shoes that these men demand every time. They've proved their worth. 


Order Endicott-Johnson special Service Shoes today! Sell them the 
year ‘round! 


1023—Box Russia Blucher, oak 
sole, steel shank, stock gusset, 
all leather, rubber heel, Good- 
year welt. Sizes 5/12, Widths 

$2.57!/, 


1027 — Same with double 
oak sole. Sizes 5/11, Width 
E : 


972—Black Calfskin Blucher, 
full double linol oak sole, grain 
inner, long inside arch support 
counter, wearproof lining all 
leather, rubber heel, Good- 
year welt. Sizes 5/12, Widths 
Db. E 


ST. LOUIS, MO. 
NEW YORK CITY 
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The Celastic Box Toe — where the 

mand of the stylist becomes the 
satisfaction of the wearer. Celas- 
tic accurately reproduces the lines 
of the last and insures toe com- 
fort through the elimination of 
wrinkled linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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Light 
to-wes 
the th: 
BALL. 


Men \ 
“Show 
experi 
displa 
those 

highly 
a selec 
can be 
these § 
about | 


Misha 


It’s easy to 
sell them 
because 
men like them 


Lighter weight, greater comfort, better fit, easy- 
to-wear Convenience, excellent style—these are 
the things that are creating the increasing use of 
BALL-BAND Gaiters for men. 


Men want to see and be shown—then they buy. 
“Show them and you’ll sell them”—has been the 
experience of hundreds of shoe merchants who 
display these gaiters. They're “naturals” for 
those valuable customers of yours who think 
highly of both appearance and comfort and there’s 
a selection of styles to meet varying tastes. You 
can boost your profits this Winter by showing 
these gaitersto men. Write for full information 
about these and other styles for the entire family. 


Mishawaka Rubber & Woolen Mig. Co. 
280 Water Street 
Mishawaka, Indiana 
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SAYS 
THOMAS F. PEIRCE & SON 















Where fine shoes with Scuffless Heels are 
sold. The Thomas F. Peirce & Son shoe 


store in Providence, R. I. Sept 
> zz z. du 1 6 
Instttcs Dot, do y —_ 
B50 nirted hee meng wre 4 
"0" Yor’, Avena ton, Company, 
e Gens, nen, Ve 
ECL VI to 
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ond tn Shoe 177, 8eur, 
rately haste ooo Ee (Pirang 
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Van : le 2 he ©4 ong, 40 b 8 mon 
uU (b4 nt the (te 9p, Your’, Pair 07°. sour tonens *inegs °F 
Ite Jong ae tex Tleg, Shoes. fs ang. ang moan 
Waris Ttance bea? Panes Cove, * ®Po1) 
« too tron Of enaetly Ke, thar , 
cuffless RT Se ogy et cee 
* We 48P00g a *?8e2y, ° © sonnet 
ON ae “SH ameegte 
Ud 7; °ls »,” Sat 
Ow 


3, ee F. PEIRCE & SON have found the 

answer to bigger and better sales . . . scuffless heels! 

Shoes that have scuff-proof heels keep their good 

looks and wear longer. “‘Pyraheel”’ doesn’t scratch, ; 

nick or mar, and it simulates practically all shoe QP 
textures. Be sure your customers are satisfied . . . 


specify scuffless heels on your orders. For further PYRA H EK ty :. 


information, write E. I. du Pont de Nemours & 
Co., Inc., Plastics Department, 350 Fifth Avenue, ane: MPU ape. 


New York City. MAKES SHOES EASIER TO SELL 


When writing advertisers please mention Boot and Shoe Recorder 
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The TEXAS 
CATTLE 
TRAILS 


@ 


Right after the “Civil War” 
the ranchers of Texas had to 
find a market for their huge 
herds of wild longhorn cattle. 
So they started driving them 
north, to the rails ends— 
places like Dodge City, Wich- 
ita and Ogalala. These cattle 
trails helped build up definite 
routes of travel and along 
one of them—at Old Spanish 
Fort, Texas—the Justin Boot 
reputation started. Trail driv- 
ers, rustlers, outlaws, cattle- 
kings, sheriffs and many men 
who made frontier history 
were measured and fitted at 
this little boot shop on the 
Red River. 





Today Texas is celebrating 
its 100th birthday—years that 
have been crowded with Ro- 
mantic History — sensational 
industrial progress—explora- 
tion of natural resources— 
and to the world it sends this 
friendly message, "Howdy, 
Stranger! Come to see us.” 


@ 
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| 4 crimped vamp is a lost art in most 

institutions—because the demand for this 
type of footwear has not been heavy in the 
shoe manufacturing centers. But in Texas 
it is still being used every day in making 
Justin Boots. 


The crimped vamp requires skill, in ad- 
dition to considerable hand work, and also 
requires careful attention and special 
handling. Few factories are either 
equipped or capable of handling this work, 
but in the Justin factory it is just a daily 
routine. Our skilled craftsmen are experts 
at “crimping” the vamps of boots, and the 
new style shoes, too, so that the fit is per- 
fect. There's real art to turning these long 
vamps into comfortable well-fitting boots 
and shoes—but we know the art, and have 
thousands of satisfied customers through- 
out the nation. 

These new styles are ready for imme- 
diate delivery. 


H. J. JUSTIN & SONS, INC. 
FORT WORTH, TEXAS 


MAKERS OF COWBOY BOOTS—LACE, FIELD 
MILITARY BOOTS—DRESS SHOES FOR MEN— 
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Compare the open sleigh and charcoal pan, 


with the present heated motor car, Pullman, 
airplane. Compare the kitchen pump with 
modern plumbing, the old music-box with the 
miracle of radio. Yet these are but a few homely 
examples of progress in a thousand directions. 

Consider Footwear for example. In the past 
few years the shoe industry has experienced 
the most startling advance in its entire his- 


tory. Defying long-established traditions, in- 


1936 


pe ’ 


ee 


tent only on offering the industry real improve- 
Tech- 


nique has won the acclaim of the public to 


ment in shoe construction, the Compo 


the tune of steadily mounting sales. From 
500,000 pairs in 1929 to Over 40,000,000 pairs 
for the year 1936. That, gentlemen, is Progress. 
Progress for the shoe industry. Progress—in 
Comfort and Value—for the wearers of Compo 
Shoes of all types . . . Compo Shoe Machinery 


Corporation, Boston, Massachusetts. 


Om TRADE MARK p() 
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BOOT AND SHOE MEN! * ** * 


Whether you come to New York regularly or 
rarely, for business or pleasure, you'll find that you 
get superior hotel accommodations for your hoteldollar 
here at the Lincoln, one of Gotham’s newest and 
largest hotels. Private passageway to all subways. 
Four short blocks from the new express highway. 


$950 $950 


from SINGLE from DOUBLE 
DOUBLE ROOMS WITH TWIN BEDS FROM $4.00 
Special rates for longer pertods. Send for Booklet c. 


1400 outside rooms, each with bath and shower, cabinet radio and servidor 
..PLUS all the advantages of a 4 STAR HOTEL IN NEW YORK 


FOR BUSINESS...One 
block to Broadway and 
Times Square, 3 blocks to 
Fifth Avenue and eight 
minutes to Wall Street. 


FOR DINING...3 


air-conditioned fine res- 


taurants...the Coffee 
Shop, the Tavern Grill 
and Bar, and the BLUE 
ROOM with dancing. 


FOR RECREATION... 
Sixty-nine theatres with- 
in six blocks. Four short 
blocks to Madison Square 
Garden tor sport events. 


FOR uit SLEEP.. 

High above the eaier 
clatter of the street, our 32 
stories of fresh air and sun- 
shine assure you quiet rest. 


Hold & L N C O L Ni 
Managing Directo 


— 44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 


Manager 


When writing advertisers please mention Boot and Shoe Recorder 
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The New & 01 Shoe Rroadway 


OLOP TED How arcs ar- We Cod ale a bbat-Mro) ae a@ uted ol-sakcloba a-he-0al-ten  OLOM as a ato w kee 

registering a sensational success in that perennial favorite — 
“Profits for Shoe Dealers.” Everywhere ‘Sell Outs’’ are the order 
of the day. Foot Rest offers you a complete line of Littleways and 
Goodyear welts—every shoe of the same high quality that has made 
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are outstandingly beautiful. Foot Rest comfort is genuine — not 
merely something to talk about. Each season shows a tremendous 
upswing in Foot Rest volume, swelling dealer profits on new and 





repeat business. Arrange now to get your share of Foot Rest sales. 
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FOR PROFITS AND PERMANENCE LINE UP WITH FOOT REST 
THE MOST TALKED-ABOUT FINE SHOE IN AMERICA 






ec re A-Heel Cushion of live rubber .. . ab- 

y 5 0 5 0 = y. sorbs shocks, reduces foot fatigue. 

is SG ab oh el-daketoha acy ater B_ New Rolled Insole supports janer 
» helps balance the body, 

Krippendorf | a gives confidence, grace and poise. , 


is a Sewed Shoe C—Metatarsal Cushion of live rubber 


supports metatarsal arch ... makes the 


step light, buoyant. 


O-Snug Heelast ... is shorter from 
SHOE 3 ball to heel and insures glove-like fit at 
heel without sacrificing any toe room. 











THE KRIPPENDORF-DITTMANA CO. 
CINCINNATI, OHIO 
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With A NEW SPRING LINE of TLadwral Bridge 


AS ALWAYS— 





mine 


With Special Features 





‘The Class of the Field 


FOR SPRING SELLING — IN-STOCK 
JANUARY 1 


4583—Ladies’ Woho Blue Kid U- ho Blue Patent Lace Stay, 
Punched through Vamp and Quarter. Harmonizing Stitch- 
ing, Full Kid Lined Vamp and “Saser, Uco-Littleway 
Lockstitch Process, 16/8 Blue Patent Leather Covered Con- 
tinental Heel, 616 Last. 
AAA 5% to 9 AA5to9 A4%tw0O9 
B4to 9 a 3% to 9 


4580—in Black Kid. $3.00. 

4581—in White Kid with White Lizard Lace Stay and 
Covered Heel. $3.15. 

4582—in White Kid with Chaudron Brown Lace Stay and 
Natural Leather 16/8 Military Spectro Heel. $3.15. 
4584—in Chaudron 
Brown Calf with 
Chaudron Brown Liz- 
ard Lace Stay and 
16/8 Natural Leather 
Military Spectro 
Heel. $3.00. 





All proven features 
for rational foot 
health selling 











Our Naturat Bridge salesmen are now in their 
territories with an amazing new line of shoes for 
spring—shoes with new features of construction and 


beauty of design which make them once again—the 
Class of the Field. 


To the Goodyear Welt and Silhouwelt construction 
we have added Uco-Littleway Lockstitch Process—a 


great improvement which provides super-flexible 
sewn soles. 


Our great success during the past season has re- 
sulted in one certain fact—that it’s performance that 
counts, and the smartness of style, correctness of con- 
struction and exactness of fit keep /atuatl Bridge 
retailers out in front. 


Made To Retail At $5 and $6 


Don’t fail to see the new spring Natunat Bridge 
line. A post card will bring a salesman post haste. 


Natural Bridge 
Shoemakers 


ivision of Craddock-Terry Company—Lynchburg, Va. 


ALSO MAKERS OF THE FAMOUS Billiken JUVENILE SHOES 
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HUNDREDS oF INQUIRIES 


In the past few weeks, hundreds of women have been attracted by Florsheim 
national advertising, by the beauty of the shoes illustrated, by the Florsheim 
reputation for quality — and have written to ask for the name of the nearest 
retailer. Here, indeed, is tangible evidence of the interest in Florsheim Shoes for 
Women — evidence, too, of their salability—proof that women are as anxious 
as their husbands to enjoy the style, the wear, the comfort that is inherent 
in all Florsheims. If there is no dealer in your community selling Florsheim’s 
women’s shoes, we suggest you get in touch with us at once—don’t make the 


mistake of waiting until it is too late. Our representative will be glad to call. 


TO RETAIL AT §Q50 AND ‘7 ()°° 


THE FANRAyY 
In Stock: W -295 in black; W-296 in brown 


| THE FLORSHEIM SHOE 


| for Women 


THE FLORSHEIM SHOE COMPANY @ Manufacturers @ CHICAGO 





When writing advertisers please mention Boot and Shoe Recorder 








